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Rough Proofs 


Thurman Arnold denies’ any 
intention of curtailing gasoline 
and oil advertising, but he urges 
petroleum companies to examine 
their budgets and their consciences. 

v v v 

When Trust-Buster Arnold pre- 

pares to apply the parental slipper 


to advertisers, he wants it under- 
stood that it hurts him as much as 
it does them, almost. 


> 


Walt Disney’s workers have gone 
back to their jobs pending arbitra- 
tion of their grievances, but it’s 


still a mystery how they ever sold | 


that idea to Donald Duck. 


vgv¥ iy 


Hollywood producers are con- 
vinced that movie reviewers have 
been too critical of their offerings 
for good box office results. Their 
problem is either to gag the writers 
or make better pictures. 


2 


A Minneapolis artist is starting a 
magazine called Beauty Parade, 
with loose leaf illustrations 
pin-up purposes. This may recon- 
cile the draftees to staying on for 
one more year. 


> + F 


Another naticnal account is ap- 
pointing two @gencies to take the 
place of the present one. To solve 
today’s tough problems, a 
league advertiser simply has to be 
able to tap more than one fountain 
of wisdom. 

v v v 


Madeline Ross 
tobacco 
identify 
folded. 


testified in the 
trial that a smoker can’t 
his favorite cigaret blind- 
But, Madeline, would you 


for | 


Hosiery Industry 


PREPARED 


No More Si/k 
from Japan! 


- 


CHENEY BROTHERS 
Varnfacrarers f € Fk 


Tightening of the economic noose about 
Japan brings this Cheney Bros. adver- 
tisement in New York explaining that in 
recent years ‘far less than half the ma- 
terial used by us has been silk." The 
company states its readiness to supply 
complete lines of Cheney fabrics made 
entirely of American materials. 


Views Silk Crisis 


| 


| 


expect a fellow always to pick his | 


own sweetheart when he 
gal in the dark? 


kisses a 


+ @ + 


Chairman Fly of the FCC says 
the commission has no “opinions or 
conclusions” on the subject of 
newspaper -owned radio, but he 
undoubtedly feels fully prepared to 
acquire them on short notice. 


~~ ww F 


Florida is already preparing to 
celebrate its centennial in 1945, in 
Spite of the fact that it took the 
Yankees most of that time to dis- 
‘over its fountain of youth. 


- 


As a result of diversion of chlo- 


‘ine from paper manufacturing to 
'r industries, publishers are pre- 
‘ting to share with housewives the 

‘umiliation of tattletale gray. 

v v v 
Henr Hurst & McDonald comes 
wit 


; a research which shows a 
“cine of 16.5 per cent in Louisville 


eda; , ea ie 
idir This doesn’t indicate any 
Tlage of Kentucky belles—the 
‘* are just getting married away 
m home 
’ v ’ 
Joshua B. Powers is now repre- 
aes Ing the Reyjavikur Morgunbla- 
" but € space buyers will for- 
® him if he doesn’t try to pro- 
unee 3 
v v v 
With ; ; 
, ‘> 1erican marines holding 
nm. ‘rt in Iceland, cigaret and 
~ ¢a-Col opy may be expected to 
. tT in due course. Advertising 
I lows +h, flag 
Copy Cus. 


with Uncertainty 


big- | 


Foresee Big Education- 
al Job for Advertising 
in Future 


New York, July 31.—Faced with 
a crisis as the result of the Presi- 
dential order freezing Japanese 
assets in this country, silk hosiery 
|manufacturers marked time this 
week pending clarification of the 


industry picture by the govern- 
ment’s next move. At this writing, 
few were able to predict the effect 
on their advertising and merchan- 


|dising policies. 


Of major interest this week were 
the Washington meetings at which 
price ceilings on hosiery and the 
amount of available silk necessary 
for the government's defense pur- 
poses were discussed. Awaiting 
conclusion of these meetings, 
spokesmen for the industry de- 
scribed themselves as “sitting 
tight.” Current advertising sched- 
ules are being continued with one 
exception and in this case have 
been cancelled only temporarily. 

Manufacturers queried by Apver- 
TISING AGE listed the various ques- 
tions that must be answered before 
they can formulate a program 
There is the possibility that the 
government will allow importations 


of silk under a _ special licensing 
agreement, in preference to com- 
(Continued on Page 30) 
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Co-op Margarine 
Promotion Drive 
Near Action Stage 


$500,000 to $1,500,000 
May Be Spent; Agency 
Tentatively Picked 


By FRANK HICKS 


Chicago, July 30. While the 
exigencies of defense are causing 
promotional headaches in some 


lines, the shortages and rising price 
trends which defense has brought 
in its wake have brought the oleo- 
margarine industry closer to a 
cooperative national advertising 
campaign than ever before in its 
70-year history, ApVERTISING AGE 
learned today. 

Plans for the promotional drive 
have not yet jelled, but it is signifi- 
cant that an advertising agency and 
a public relations organization have 
already been selected to handle the 
activity, and members of the Na- 
tional Margarine Institute, which 
will conduct the campaign, and 
which includes all of the country’s 
leading producers, seem to consider 
the emergence of a_ full-fledged 
promotion program in the fall as 
_a foregone conclusion. Only the 
|details—and these are of great im- 
portance, it is true—remain to 
|settled. The most important of 
| these is the size of the assessment. 
Hager batted around in the indus- 

try this week indicated a desire to 
| spend anywhere from $500,000 to 
| $1,500,000 on the campaign, with 
informed guessers anticipating the 
final amount at somewhere between 
$750,000 and $1,000,000, 

Launching of the 
program will mark the fruition of 
years of effort, particularly on the 
part of Arthur K. Fisher, president 


cooperative 


be | 


Radio, Outdoor Interests 
Rally to Defeat Taxes 


By A. P. MILLS 


Washington, D. C., July 31.— 
Recovering swiftly from their sur- 
prise of last week at being singled 
out by the House ways and means 
committee for special taxes, radio 
and outdoor advertising interests 
rallied to the cause this week and 
began a concerted effort to beat the 
proposed levies. 

Adoption by the House this week 
of a “gag rule” preventing floor 
amendments and excepting only the 
controversial provision requiring 
joint tax returns by married couples 
insured that the lower body would 
adopt the advertising levies written 
into the bill by the committee. Thus 
the main fight will be waged when 
the bill reaches the Senate. 

The committee did revise down- 
ward its schedule of taxes on out- 


RUSH COPY 
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SAVE GASOLINE FOR door posters. The new rates are: 
NATIONAL DEFENSE $1 for signs of 100 square feet or 
nn anh ‘less; $2 between 100 and 200; $3 


BULLETIN 
Sweeping changes in the radio 
law are embodied in a bill intro- 
duced in the Senate late Friday by 
Senator Wallace H. White, Jr., of 
Maine. Details appear on Page 8. 


Oil advertisers hurried this dramatic ap- 
| peal into print, warning that gasoline 
rationing is certain unless the public 
voluntarily cuts consumption by one- 
third. Copy was rushed to 500 news- 
papers in Eastern states. | 
—_—_—_— between 


Oil Industry 
Asked to Limit 


Seaboard Sales 


Rationing Predicted 


200 and 300; $5 between 
300 and 400; $8 between 400 and 
600; and $11 for all posters of 6ver 
600 square feet. 

The proposed levies on both radio 
time sales and outdoor signs were 
officially protested. From the Out- 
door Advertising Association of 
America, all members of Congress 
received today a statement declar- 
ing “a direct tax on any form of 
advertising is uneconomic and inad- 
visable.” The statement bore the 


of the institute and vice-president in Wake of Latest Ickes' names of all state associations linked 
and general manager of John F. to OAA 

Jelke Company, maker of Jelke’s Plea The formal radio protest was con- 
Good Luck margarine. Margarine, tained in a letter sent last weekend 
incidentally, is the term much pre-| Washington, D. C., July 31.—De-| by Neville Miller, president of the 
ferred by the industry and beyond | claring that “voluntary rationing to| National Association of Broadcast- 
all question one objective of the | date” had proved ineffective, Petro- ers, to all members of the ways and 
proposed drive will be to substitute |leum Coordinator Ickes today called| means committee. The protest 
its use for that of oleomargarine. ‘on the oil industry to close all gaso- | charged “discrimination” and de- 
A sub-committee, appointed to|line stations on the Atlantic Sea- | clared that enactment of the tax 
steer the cooperative campaign | board from 7 p. m. to 7 a. m., seven would put broadcasters at a com- 
through its development stage, con- |days a week, beginning Aug. 3. The | petitive disadvantage with news- 

sists of M. F. O'Shea, advertising |move toward compulsory restriction papers and magazines. 
manager for meat and by-products | would affect 100,000 stations. Mr. Miller’s letter pointed out 
for the Cudahy Packing Company,| Mr. Ickes accompanied his plea to that the proposed levy is not an 
Chicago, chairman; James E.|the industry with a statement that excise, as it has been labeled by 
Weber, advertising manager, Ar-| more serious rationing will follow the committee, but a tax on gross 
mour & Co., and George C. Rei- | “unless this first action achieves re- | sales. Its enactment would result 
tinger, Swift & Co. sults,” and indications pointed to in no station profits in many cases, 
Several advertising and public the introduction of an oil rationing would reduce net income of many 
(Continued on Page 34) (Continued on Page 32) stations 50 per cent or more, and 
would drive radio advertising into 


Last Minute News Flashes 
Fly Asks Legal Action Against Witnesses 


FCC Chairman Fly this afternoon ordered 
take 
Stahlman, 


Washington, D. C., Aug. 1 
the FCC legal department to 
Fdwin S. Friendly and James G 
by failing to appear as witnesses at 
Arthur Robb and William 


not appear. All four acted on 


New York, Aug. 1.-—Seagram 
Warwick & Legler agency for 
agency 
pany 
Bottle 


continues in charge 
gin. 


Legler Resigns, Joins “True Story” 


—Frederick Mills Legler has resigned as 


New York, Aug. 
ing manager of the Pan 
sales staff of True Story. 
Times, This Week and Parents’. 
the coffee group, has taken over 


American 


Thomson, 
advice 
who apparently will get a court test of FCC’s right to hold the 


Warwick & Legler Adds Seagram Account 
Distillers 
Five-Crown whisky, 
also handles Seagram’s Kessler 
of Seagram's V-O, 


Previously he 
Roberto Aguilar, 
the 


other media 


Estimate Too High 


J. B. Stewart, OAA 
dent, who is here to lead the fight 
against the poster tax, told Apver- 
TISING AGE that the committee esti- 
mate that $7,000,000 would be real- 
ized from its inclusion was far 
optimistic. On the original rate 
schedule, he estimated, only about 
$2,000,000 would be realized, and 
the present scale would oring in 
only about $1,500,000. Mr. Stewart 
expressed the view that it would 
cost the Treasury more than this 
amount to collect the money. 

Mr. Stewart pointed out that the 
outdoor industry was afforded no 
opportunity to appear at a commit- 
tee hearing, and indeed had no ink- 
ling that its properties were to be 
taxed until reading press reports. 
Only a few days before the com- 
mittee adopted the tax, the indus- 
try had been assured that none was 


vice-presi- 


immediate legal action against 
who defied FCC subpoenas 
the newspaper-radio hearing today 
also subpoenaed, said they would 
of Elisha Hanson, ANPA counsel, 


hearing 


too 


Corporation has appointed 
effective Sept. 1. The 
Ward Wheelock Com- 
Seven-Crown and Ancient 


account. 


advertis- 
Bureau to join the Eastern 
served with the New York 


Coffee 


managing director of 
advertising post 
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ADVERTISING AGE 


ee 4, 194) 


NAB had been similarly here what position such untaxed 
informed as to the radio levy. media as newspapers and magazines 

Mr. Stewart revealed that there | will take. It is felt, however, that 
is a loophole in the committee if Congress does enact a statute 


planned. 


recommendation by which 90 per taxing two advertising media, the | 


cent of all advertising signs will! door will be open for levies on all 
be exempted. The tax, as it now forms of advertising. 
stands, is on only those posters The suggestion has already been 
rented out to 
many roadside signs owned directly |media are to be taxed, all others 
by advertisers, including the vast| should receive similar treatment. 
total of those owned and erected by |Last Monday, Rep. Martin J. Ken- 
soft drink companies, would not | nedy of New York stated: 
come under the provision. let us make the fundamental pee 
. of taxing advertising.’’ He did not 
Look to Senate Action mention radio in his talk, but 
Since passage by the House is a| charged that the outdoor levy “is 
foregone conclusion within a few | grossly unjust and discriminatory” 
days, and since the taxes on adver- |in view of the fact that newspapers 
tising cannot be stricken from the and magazines not only Pay no tax 
bill except by committee action, the | but receive a postal subsidy and are 
real struggle is yet to come. It is paid at card rates for government 
felt that there is an excellent chance | defense advertising which the out- 
that the Senate will erase these pro- door industry displays free. 
visions. When the bill reaches a Cites President’s View 
conference of committees from both 
houses—which will probably be Rep. Kennedy, quoting the recent 
more than a month hence—it is |White House message to the AFA 
believed that House conferees wil] | convention, said: “To tax adver- 


not insist on the advertising taxes. |tising would run counter to the | 


The Advertising Federation of | President’s wishes.” His quotation 
America has entered the fray, | from the President’s message was: 


expressing opposition to all taxes on | “Advertising gives people a desire | 
economically un-j|for the better things of life and | Ironwood, Mich.; Mrs. Ed J. Butler, 
|Butler Poster Service, 
Rep. Allen T. Treadway of Massa- | Mich., and Hale Outdoor Adv: Sse | 
|ing Company, Gladstone, Mich. The | 


advertising as 
sound. Other 
are expected to voice similar senti- 
ments, although it is not known | chusetts, 


advertising groups | helps to maintain morale.” 


ranking member of the 


advertisers. The made in the House that if two | 


“Do not | 


Republican minority on the ways | 


and means committee, also men- 
tioned the subject in floor discus- 
sion. Advised by a colleague that | 
outdoor companies complain that | 
they are to be taxed while news- | 
papers are exempted, Rep. Tread- 
way said: “That is a very different 
proposition entirely. 
it would be regarded as a discrimi- 
nation because there is no distinct 
comparison.” 

Rep. Pete Jarman of Alabama, in 
a statement inserted in the Con- 
gressional Record, strongly con- 
demned the poster and broadcasting 
taxes as “grossly discriminatory.” 


|A tax on any form of advertising, 


he said, “is similar to one on the 
tools of a workman or the services 
of a salesman and should be levied 
only in dire emergency. Even if 


this were not true, however, this tax | 


would not be equitable because it 
not only discriminates between 


advertising and other selling effort, | New OPM Program 


forms of | 


but between different 
advertising.” 

Rep. Frank E. Hook of Michigan 
entered in the record telegrams 
from the operators of 


Ishpeming 
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@ City slickers, we've always heard, are the original genuine 
Grade A fall guys of the world. 


Maybe that’s wrong. But when it comes to planning farm ad- 
vertising promotions, we do know that most time salesmen are 
city men—hence do have a pretty tough time trying to visualize 
the typical kind of farm prospect. Without real farm experi- 
ence, even a conscientious salesman may unwittingly mislead 


both himself and his customer. 


As representatives for a number of stations with very large farm 
followings, it has behooved F&P to dig more deeply into farm 
merchandising than you'd normally expect. ... More than that, 
several of our fifteen fellows operate their own farms, and quite 
a few have worked in agricultural jobs. or have sold farm 
products. Best of all, we have actually helped build a lot of 
successful farm campaigns. 


So if you want some radio help on any kind of farm or small- 
town product, give us a ring. You won't have to explain that a 
battery chicken isn’t a live-wire young lady! 


XH 
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Since May, 1942 


Mieza $4181 Trimity 2.8444 Sutter 4555 
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Pioneer Radio Station Representatives 


NEW YORK: 257 Part Ave DETROIT: New Comter Bldg SAM FRANCISCO: 5); Sutter LOS ANGELES: 6)05 Greed ATLANTO: 


EXCLUSIVE 


REPRESENTATIVES: 
WGR-WKBW . . BUFFALO 
WwCKY CINCINNATI 
OAL ... . . DULUTH 
WDAY . . . FARGO 
a . INDIANAPOLIS 
KMBC . . . . KANSAS CITY 
WAVE . LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
WMBD . PEORIA 
KSD . a . ST. Louis 
WFBL . . « « SYRACUSE 

-- 1OWA... 
WHO . . . DES MOINES 
woc - « « « DAVENPORT 
KMA . . SHENANDOAH 

... SOUTHEAST... 
wesc : CHARLESTON 
wis . . . COLUMBIA 
WPTF . . . RALEIGH 
wos) . . ROANOKE 

... SOUTHWEST... 
KGKO . . FT. WORTH-DALLAS 
KOMA . ORLANOMA, CITY 
KTUL TULSA 

... PACIFIC COAST. +. 
KARM . . FRESNO 
KECA LOS ANGELES 
KOIN-KALE PORTLAND 
KROW . OAKLAND-SAN FRANCISCO 
KIRO . SEATTLE 


INC. 


2 Pamer Rae 
Marr $667 


Vandske 0569 


I do not think | have been about $11,500,000. Since | 


Stations | 
WATW, Ashland, Wis., and WJMS, | 


|when the Office of Production Man- 
j}agement revealed a program for 


| ASKS SUPPORT __ 


wire from N. C. Ruddell, vice-presi- 
dent of the two stations, said that | 
|“though applying to large stations | 
now, the step will affect small sta- | 
tions as well.” 

Meanwhile, NAB estimated that 
on the basis of 1940 time sales, total 
|taxes paid by broadcasters would 


present radio volume is running | 
about 15 per cent ahead of last. 
|year, Uncle Sam’s tax take from | 
radio this year would be over $13,- | 
000,000. Even if the bill passes in 
|its present form, however, the radio | 
tax provisions do not take effect | 
until the calendar year 1942. Net- | 
'works as well as stations are cov- | 
ered in the bill, which calls for a/ 
5 per cent levy on net time sales 
in the $100,000-$500,000 class; 10 
per cent from $500,000 to $1,000,000: 
and 15 per cent beyond the million 
mark. 


But keep cool about it. The weather's pretty hot 
but as long os you, the public, will back us up in 
ovr stand, you con continue to enjoy life and... 


Forecasts Sharp 


Cut in New Radios 


Washington, D. C., July 31—A 
| sharp reduction in the number of 
'new radio sets to be manufactured 
next year, long expected by the 
‘industry, became official this week 


Seven Up Company paid for. this » »ws- 
paper space in Los Angeles to de are 
its belief that the Teamsters Union «ocks 
to control driver-salesmen and dem and 
initiation fees and dues despite the ‘act 
that the men do not want to join. ! ote 


,allotting a limited supply of alumi-/| the unusual "7 Up Declared Un! si; 

/num for the manufacture and main- | headline. 

tenance of receivers. — 
E. R. Stettinius, Jr., aluminum supplies to «sme 


priorities, said that aluminum allot- | extent. 
ments will be sufficient to supply In July, OPM made available t 
maintenance and repair parts for | the set- manufacturing industry onl) 
existing sets, but that output of | 110, 000 pounds of aluminum, 46,000 
new sets will be curtailed pro- | pounds virgin aluminum and 7(),000 
gressively as new defense orders| pounds scrap. The July allocatioy 
are placed with radio companies. of virgin aluminum is only 1 
Mr. Stettinius explained that the | cent of the amount used last yeal 


| 
director of | of 
| 


industry is required to give priority| when it is estimated the industry; 


|receivers, because the use of sub- | Janesville, Wis., 


;to the production of maintenance consumed 4,000,000 pounds. 


and repair parts, and that only | ee 

aluminum left over after an ade- 

quate supply of parts has been pro- | Bans Food Wrappers 

vided can be devoted to new sets. a, A..8 3 > sient nl eg 

OP 2stimate > ? or premiums Nas been § 
PM could not estimate the extent | nanned in the case of perishable My 


of the cut in production of NeW. | foodstuffs by the city council of | 
on the ground® 
stitute materials has offset the loss | that it is unsanitary. 
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Tin Young & Rubicam’s 


only client gm 


ONE OF OUR CLIENTS said a thing 


abou’ us recently that we liked very 
mucl 


He said: “I’m Young & Rubicam’s 
only « /ient. When they’re working with 
me, 0° on my problems, they give me 
the in pression that mine is the only 


‘cour t in the place.” 


i 


| j 


We have never heard it put quite that 
way before. But we know reasons why 


that impression isn’t accidental. 


First, in organizing Young & Rubi- 
cam, we have tried deliberately to get 
as far away as possible from the old- 
time idea of one-man or two-man serv- 


ice. We have tried instead to give each 


client the teamwork of a complete 


group of specialists. 


Second, by providing a generous 
measure of manpower, we have tried 
to give our people plenty of time for 
every account. And, naturally, we have 
tried to make sure that that manpower 


has brains. 


Young & Rubicam, Inc., avvertisine 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD - MONTREAL - TORONTO 
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Advertising’s Role 
in Defense Setup 
Told by Garrett 


Terms It Vital Part 
of Present-Day U. S. 
Economy 


Los Angeles, Juity 29.—Advertis- 
ing plays an important role in the 
national defense drive, Paul Garrett, 
vice-president and director of public 
relations of the General Motors 
Corporation, said today in discuss- 
ing “What is Advertising’s Priority 
Rating?” before the Los Angeles 
Advertising Club. 

“Our primary concern today is 
to bend all our efforts to insure 
adequate production of those mate- 
rials that will contribute to the 
defense of our land and of our way 
of life,” said Mr. Garrett. ‘“Adver- 
tising can and must contribute to 
this end. But it must make its con- 
tribution not as a commodity like 
guns or butter but as a fine preci- 
sion tool. Ours is the privilege, not 
alone of shaping our form of life 


today, but of shaping it for years 
to come.” 

Mr. Garrett said he would like 
to see more widely understood the 
fact that advertising basically is a 
vital part of our economy, equally 
important with designing, engineer- 
ing and production. He pointed out 


,that advertising is really a form of 


public relations, requiring the same 
careful analysis as any other public 
approach. “In fact,” he said, “it 
requires more. The very fact that 
the advertiser can enforce his ad- 
vertisement upon people makes it 
doubly important that he shape the 
approach with utmost care. We 
need advertising copy written with 
a better understanding of people.” 


Can Aid Industry 


Advertising counsellors can ably 
assist industry, he said. As defense 
production takes an_ increasingly 


greater share of national effort, new | 


problems of industry will take an 
increasingly greater share of adver- 
tising thought. In this rapidly 


changing scene, industry needs the} 


guidance of advertising counsel sen- 
sitive to public attitudes. 
Advertising can smooth the way 
when national defense needs upset 
our normal way of life and can lead 
the customer through this labyrinth 
of change by careful and continuous 
explanation of whys and wherefores, 


Mr. Garrett said. This he con- 
sidered most important because it 
is not inconvenience but unex- 
plained inconvenience that will 
break down public confidence. 

Mr. Garrett took as an example 
his own field, the motor car indus- 
try, which is faced by a 20 to 50 
per cent cut in production and plans 
to continue 1942 models through 
1943. The buying public will want 
answers for these changes and it 
will be advertising’s job to give the 
answers, he pointed out. 


Answers Vital Questions 


He posed and answered seven 
important questions: 

First, in replying to the question, | 
“Is advertising needless effort in 
case the demand for goods exceeds 
the supply?” he said it is important | 
to maintain the product in public | 
consciousness against the time when | 
the demand may not exceed the | 
supply. 

Second, “Is advertising at a time | 
like the present patriotic?” Mr. | 
Garrett contended that it was unless 
it interfered with the defense flow. | 

Third, to the question “Should 
consumer demand at a time like this 
be stimulated?” he said that except 
where it stimulates demand for 
something needed for defense, it 
helps defense by strengthening the 


# 


is on your winter schedule. 


+26 


00 Chances to Sell 


Winter Check-up Merchandise 


Per minute! Indeed, yes. The readers of The SUPER 
SERVICE STATION make more contacts with car 
owners, by over fifty to one, than does any other 
branch of the automotive retail industry. That's why 
these alert merchants who man hundreds of thousands 
of gas pumps do the lion’s share of Winter Check-Up 
Sales to car owners. 


Too, that is the reason why The SUPER SERVICE 


STATION carries more Winter Check-Up advertising 
than any trade paper printed. 


Right now, make sure this dominant trade paper 


Four big issues, for the 


biggest market—September, October, November and 
December. 


1715 


Tribune 


be 


Tower 


FIRST ..-IN THE FIRST FIELD OF ACCESSORY SALES AND 


Chicago, Ill. 
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Los Angeles Brewing Company will use 


a series of ads like these two, on a sec 


ondary schedule of 45 Southern California newspapers and magazines, empha 
sizing during August that beer may be included in a balanced diet without fea 


of excess avoirdupois. These strips will 


appear across the bottom of the page 


Lockwood-Shackelford Advertising Agency handles the account. 


economy to meet the burdens of 
defense. 

Fourth, asking “Should advertis- 
ing be cut in the interest of econ- 
omy?” he pointed out that this 
question springs from the assump- 
tion that advertising is an extrava- 
gance or an indulgence. But this is 
not true, he said. The function of 
advertising must be judiciously pre- 
served as an integral part of the 
formula upon which our economic 
strength is based. 

Fifth, “Should advertising be pre- 
pared by the same formula as 
before?” No. It needs persistent 
refinement to keep it sensitive to 
public impulse. The advertiser, to 
get the desired result, must learn 
to penetrate but not offend defense 
psychology. 

Sixth, “To what extent should 
copy be themed to the emergency?” 
To the extent that the theme is 
genuine and performs a service. It 
depends upon factual and emotional 
phases. 

Seventh, “What are the obliga- 
tions of advertising today and to- 
morrow?” Mr. Garrett declared 
that the greatest obligation of all 
was to strive for ever better under- 
standing through advertising. Years 
ago, he said, we strove for more 
honesty in advertising. Now we 
must fight for more understanding 
through advertising. 


Admen Up in Air 


on Effects of 
Price Ceilings 


New York, Aug. 1.—The possible 


|effects on advertising and merchan- 
idising of 
|'which may be enacted as a result of 
request for | 


price-control legislation 
Roosevelt's 


Congressional action on this front 


were subjects for plenty of specula- | 


tion in advertising circles here this 
week, but no one professed to know 
any of the answers, and 
ments were to the effect that even 
guessing was useless until the na- 
ture of the proposed legislation was 
known more definitely. 

Introduction of price-control leg- 
islation in Washington was delayed 
yesterday because of the desire to 
include some curb on installment 
purchases 
felt that several days may pass be- 
fore the identical House and Senate 
bills, previously announced as ready 
for introduction, are actually 
thrown into the legislative hoppers. 

Whatever the decision on con- 
sumer credit, the bills will include 
authority for the establishment of 
ceilings for prices and rents, but 
whether they can be passed, and in 
just what form, seems highly debat- 
able. Open opposition to price ceil- 
ings on agricultural commodities has 
already developed, and it is gener- 
ally felt that Congressional consid- 
eration of the measures will be long 
and heated. 


Poster Drive for Emark 
Emark Battery Division of 
Thomas A. Edison, Kearny, N. J., 
will launch an_ outdoor poster 
advertising campaign in September, 
running through October. The 
drive will cover all states north of 


|Georgia between the Atlantic Sea- 


board and the Mississippi river. 
Federal Advertising Agency, New 
York, handles the account. 


all com-| 


in the set-up, and it is | 


Cowles Denies 


Plan to Start 
Chicago Daily 


Battle Lake, Minn., July 30 
Reached here today by ADVERTISING 
AGE, Gardner Cowles, Jr., associate 
publisher of the Des Moines Regis- 


| ‘ ‘ 
iter and Tribune, and vice-president 


of the Minneapolis Star Journal, 
denied categorically that he and his 
brother John, president of the Star 
Journal, planned to invade the Chi- 
cago morning paper field with the 


‘backing of Marshall Field III, prin- 


cipal owner of New York’s PM. 

The report was broadcast on the 
Pearson and Allen program Sun- 
day. 

“There is absolutely no truth to 
the rumor that we are planning to 
start a Chicago newspaper,” Mr 
Cowles said. “Pearson and Allen 
are making a correction in their 
broadcast next Sunday.” 


‘Start Gardner Award 


The Gardner Advertising Com- 
pany, St. Louis, has established a 
competitive art scholarship in col- 
|laboration with Washington Uni- 
| versity, St. Louis. The award, to be 
|KkKnown as “The Gardner Scholar- 
ship for Art for Use in Advertis- 
ing,” provides all tuition costs for a 
full school year, and will be given 
after a contest judged by members 
| of Washington’s School of Fine Arts 
faculty and agency representatives. 


Moves to New Offices 

Ziff-Davis Publishing Company 
has leased new offices in the Michi- 
gan Square blidg., Chicago. The 
|publishing company’s’ executive, 
|editorial and business offices will be 
| together at the new address. 


| 
| 
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My name's WORDY. 
it W-O-R-D-Y. You 
it WORDY. I work 


You spell 
pronounce 

here. I 
know more about the place than 


they do. L know more about 
advertising. 1 know more about 
the OAP than they ever knew. 
They say that’s what J think. 
But L[ notice it’s me that get> to 
holler at you in these ads about 
how our PLAN to help NEWS 
PAPERS sell MORE local |:nage 
goes over big. It's me thai cet 
to tell you that the Chicage daily 


News. Cleveland Press. (ici 

nati Enquirer. Richmond ‘News @ 
a Leader, Washington tar. hila- : 
= delphia Public Ledger. > ttle 7 
q Post-Intelligencer, Davenpe'! 2" § 
2 Springfield and Pittsburgh (Pa) 
= and forty more as sweet think we r} 
4 are grand. Does your pul lisher x 
. ever sigh? Want to make him @ 
= sleep good, nights? W! yes . 
= ASK for our BIG red brochure: . 
- That'll start it. H 
.. ° 
= OREN ARBOGI ST ; 
a ADVERTISING ¢ 
= Thirty N. Michigan Ave Ff 
= CHICAGO s 
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FCC Advised FM 
Needs Newspaper 
Publishers’ Aid 


Alleged News Mo- 
nopoly Testimony Chal- 
lenged As ‘Misleading’ 


Washington, D. C., July 31.—John 
R. Latham, executive vice-president 
of the recently formed American 
network, told the Federal Com- 
munications Commission today that 
the development of frequency mod- 
ulation broadcasting will be delayed 
for years if newspaper-owned sta- 
tions are denied FCC licenses. 

Mr. Latham, a former agency man 
and tobacco advertising executive, 
declared in a formal resolution 
placed before the commission that 
FM is still in the pioneering stage 
and that operations will cost large 
sums until the industry is devel- 
oped. To deny FM the financial 
support of publishers would be a 
severe blow, he indicated. A simi- 
lar resolution was offered by John 
Shepard III of the Yankee network. 


resumption of hearings this week 
have added to the vast array of 
statistics previously submitted, and 
testified on an alleged news mo- 
nopoly in Charleston, S.C. Several 
of the statistical compilations intro- 
duced by FCC employes have been 
challenged as “misleading” and “in- 
conclusive.” 


Admits Figures Incomplete 


Attorney Louis G. Caldwell, rep- 
resenting the Chicago Tribune and 
station WGN, gained the admission 
of Dequincy Sutto, FCC accountant, 
that data comparing the relative 
position of newspaper and non- 
newspaper stations failed to include 
other pertinent figures that would 
be necessary to reach a fair conclu- 
sion. Mr. Sutton’s figures indicated 
that 282 newspaper-affiliated sta- 
tions in 1940 had an average broad- 
cast service income of $31,043, com- 
nared with $22,941 for 452 non- 
newspaper stations and $182,614 for 
31 outlets managed and owned by 
networks. Mr. Caldwell charged 
that presenting managed - and - 
owned stations in a separate cate- 


gory resulted in making it appear 
that newspaper stations enjoy a 
better competitive position than is 


the case. 
Sidney M. Kaye, newspaper-radio 
committee attorney, renewed his 


listed by FCC as newspaper-affili- 
ated are improperly classified. | 
“Many stations with a newspaper 
interest as low as 2 or 3 per cent 
of the total capital are listed as 
newspaper-owned,” he said, “and in 
the case of 17 stations classed as 
newspaper affiliates, the newspapers 
in question have disposed of their 
holdings. 

The major part of today’s session 
was devoted to the newspaper- 
radio situation in Charleston, S. C., 
which indicated to observers that 
FCC intends to build its case as far 
as possible by demonstrating local 
press-radio situations deemed to be 
undesirable. The Charleston situ- 
ation was opened by the calling of 
State Senator C. P. Means, who was 
subpoenaed by FCC. He told of 
the resolution which he introduced 
in the South Carolina senate, and 
which was adopted last May, calling 


upon the state’s attorney general to 
rule whether present laws cover 
monopolies of newspapers, news | 
services and radio stations. 


Directed at Newspapers 


The senator said his action was 
directed against the Charleston 
News and Courier, which also pub- 
lishes the Evening Post and oper- 
ates station WTMA. He admitted 
that his son is assistant program 


se ce Pe ae ; 


Between a winning and losing ball team. a first 


and second horse, a profitable advertising cam- 


paign and a flop 


$$$ Take your own advertising 


year. 


looked factor may be the vital ounce that will 


tip the balance. 


$$$ Suppose a big part of vour selling job is 
to win the approval of higher executives of 


other companies. Is your advertising really hit- 


ting those executives 


otheces, 


$$$ 86 per cent of all subscribers to one na- 


tional executive-publication read it at their 


desks. 


$$$ The one is The Wall Street Journal. 


it gives you, per 


readers who are active management-executives 


there is often just a thin line. 


hitting them 


where they buy and you sell? 


No other even approaches 


advertising dollar. 


of industrial 


$$$ Use it: 


for the coming thin line. 


Real success or near-success? Some over- 


corporations with assets of over 


$1,000,000 than any other medium. 


he on the winning side of the 


WALL STREET JOURNAL 


Woe fe eee BE 


in their 


that figure. 


And 


more 


MANAGEMENT 
EXECUTIVES 


NEW? 


Old Gold's a simian 
"Something NEW has been added!” is 
echoed in these two newspaper ads, by 


Copy at left 
the other 


two different advertisers. 
appeared in Billings, Mont., 
in Syracuse, N. Y. 


director of the competing local sta- 
tion, WCSC, but said that his oppo- 
sition to the News and Courier 
dated back before his son’s job. He 
also conceded that he had been 
treated fairly by the paper, despite 
his attack upon it. He said he had 
operated WCSC as a favor for a 
friend for a 10-day period. 

John M. Rivers, president of 
WCSC, testified that Charleston 
papers refused to carry his station’s 
program listings, even on a trade 
basis. Admitting that the paper’s 
policy on radio dated back beyond 
its own acquisition of a station two 
years ago, he said that the WTMA 
listings are printed and that station 
generally “played up.” 

Judge Thomas D. Thacher, news- 
paper -radio committee counsel, 
brought out on = cross-examination 
that Mr. River’s station boosted its 
net income 858 per cent in 1940 
over 1939, despite the alleged ‘“mo- 
nopoly.”’ 


N. Y. Television 
Station Adds 
Three Sponsors 


New York, July 30.—Television 
took on new stature as a commer- 
cial medium this week with the 


additional advertis- 
programs over Sta- 
tion WNBT of the National Broad- 
casting Company. Current tele- 
casters on WNBT are Bulova Watch 
Company, which gives four time 
signals daily, and Adam Hat Stores, 
Inc., for boxing at Ebbetts Field. 


signing of three 
ers to sponsor 


The three new sponsors on the 
television roster are Botany 
Worsted Mills, a group of manu- 


facturers of women’s apparel and 
Frank H. Lee Company, all sign- 
ing for weekly programs for an 
initial period of 13 weeks. Begin- 
ning Sept. 1, Botany will present a 
five-minute program built around a 
weather report, with Botany ties 
receiving the spotlight in first tele- 


casts. The entire range of Botany 
products will be included later. 
Alfred J. Silberstein is the agency. 


Under the title of “Fashion Dis- 
coveries in Television,” a group of 
manufacturers of hats, handbags, 
dresses, shoes and other articles 
will present their merchandise be- 
ginning Sept. 4 from 5 to 5:30 p. m. 
Contract for the participating show 
was signed by the agency, Norman 
D. Waters & Associates, owner of 
the “Fashion Discoveries” 
mark. Featured merchandise will 
be identified at the point of sale 
by a special tag and participating 
manufacturers will receive displays 
for retail distribution. 


Beginning Aug. 7, Frank H. Lee 
Company will present “The Hat 
Parade” from 9 to 9:30 p. m._ In- 


terviews with personalities in the 
sports world will be followed by the 


Pathescope sports reel. Berming- 
ham, Castleman & Pierce is the 
agency. 
St. Clair to NADA 

Labert St. Clair, former Associ- 


ated Press Washington writer, has 
been appointed an executive assist- 
ant on the Washington staff of the 
National Automobile Dealers Asso- 
ciation. 


trade- | 
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Other witnesses called since the | protest that many of the stations 


— ASCAP-NBC Music 
Deal Imminent as 
Terms are Accepted 


Legal Details Prevent 
Signing of Pact Ma-k- 
ing End of Music W ar 


New York, Aug. 1.—The do, f 
peace which has been hovering © »- 
certainly over the scene of e 
radio-music battle gave every in j- 
cation of finally settling this 
as ASCAP and the National Bro |- 
casting Company composed t 
differences and only legal det: |s 
prevented the signing of an agr »- 
ment. With the Columbia Bro. |- 
casting System expected to fo! 
in NBC’s footsteps, indications 
that ASCAP will drop its threat of 
a $20,000,000 suit against the 1 
industry. 

(The ASCAP board of direct rs 
today approved the terms of e 
proposed contract with NBC, m »- 
ing one step nearer final settlem. vt 
of the prolonged dispute.) 

The terms now agreed on, cal! og 
for payment of 2%4 per cent of 
receipts on NBC network comm: °- 
cial programs and of 2% per cent of 
local time sales of managed and 
operated stations, represent a co))- 
promise between the two part 
ASCAP had been insisting on a | 
payment of 3 per cent, terms < 


rently in force with Mutual Bro 
casting System, while NBC hid 


made a counter proposal of 21» | 
cent for the network blanket license 
and 2 per cent for M&O statio 
CBS has proposed a flat paym: 
of 2 per cent. Mutual’s rate of pay- 
ment will be revised downward 
line with the NBC terms as soo 
as the agreement is consummated 
The new contract, if signed, w 
run for nine years and cover fre- 
quency modulation and short wave 
contingencies. Television will re- 
quire a separate contract. 


Would End Vicious War 


Bringing to an end a 
month-old war marked by frequent 
and acrimonious exchanges _ be- 
tween the networks and the com- 
posers’ group, the negotiations é 
expected to result in an annual 
revenue of about $3,500,000 { 

ASCAP. In 1940, before ASCAP 
demands for a higher rate of pay- 
ment precipitated the rupture, the 
society’s revenue was estimated at 
about $4,500,000. 

While neither CBS nor the inde- 
pendent stations in the NBC net- 
work are bound to accept the pro- 
posed terms, their signing of agree- 
ments on the same basis is re- 
garded as certain, once the nets have 
officially affixed their signatures. 
A number of Mutual _ stations 
which have not made agreements 
under the 3 per cent terms are ex- 
pected to sign with ASCAP on the 
new lower rate. 


seven- 


The JOU hee TWINS 


With Over 52,000 
Daily Circulation. 


Sioux City leads every city in 
the state as a wholesale city. 


Ranks eighth in the stock- 
yards ‘same? In the United 
States. 


1940 it cneted the ran 
percentage of gainin livestock 
receipts in the entire — 
industry. ; 
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Cen Ata Regumattive @ Tho Sand 

NOEE, ROTHENBURG & JANN 

New York - Chicago - Detroit - Sen Francine 
: eee 

Owners and Operators of Station KSCJ : 

Power: 5,000 Day and Night : 
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Witness Denies 
- Price Fixing by 
~ Tobacco Group 


of testimony apparently was intro- 
duced in support of a government 
charge that manufacturers have 
engaged in a practice called “break- 
ing of prices” by selling direct to | 
certain retailers at prices lower than 
established wholesale levels. 


Br 3 yee ie be. 
eeerececes 


What do you mean by a 


The direct-customer list differs 
from the drop-shipment method, it 0 
i was explained, in that a retailer | 
/ Le ston, Ky., July 31.—A flat who is admitted to the list himself 0 ’ 
deni: at the Tobacco Merchants} becomes a jobber, whereas drop 
Asst ion had anything to do with| shipments are billed through job- 
price xing, as the government | bers. ; >-4 
chars was made in federal court Discrimination Charged 
Bm this k as the trial of major 
toes companies on monopoly Harris testified that in July, 1940, 
chars neared its half-way mark. | Reynolds representatives asked him 
“Cl S Dushkind, managing | to boost the price of 10-cent cigarets 
: direc of the TMA, testified that)to 12 cents. Although he had 
neit! he nor the _ association | already raised the price to 11 cents, 
BS had saged in any price fixing.| because of an increase in federal 
i The ociation, he said, had no taxes effective July 1, he said the 
7 aut! to speak for the tobacco| Reynolds representatives accused 
4 man turers on price matters and| him of discriminating against 15- 
= conf itself largely to opposing| cent brands by not increasing the 
| toba -tax legislation. Mr. Dush- | former 10-cent brands to 12 cents 
kind -aid, however, that the four a package. 
large manufacturers voluntarily Observers believe the end of 
cont ited $469,620 to the associa- | prosecution testimony is in sight. 
tion in 1939 in addition to their dues | After the government closes its case, 
of $5.000 each. Defense attorneys| defense attorneys expect to take 
, protested introduction of the fig- approximately ten weeks to pre- 
ure ontending that they were sent their side of the argument. 
| irre nt. According to Dush- | ceinaeneee 
sind. American Tobacco contributed | Sh H 
; $150,000; Liggett and Myers, $135,- | ortages, eavy 
000, R. J. Reynolds, $160,000; and | T) C 
pier lary $24 620 Demands Confront 
The government has charged that bt M 
the ociation was organized in Music erchants 
, 1915 to represent a large number of New York, July 31.—An impend- 
smal! manufacturers but that it was ing shortage of raw materials at a 
t soo! ken over by the “Big Four.” | time when demand is at the highest 
Subsequently, assistant federal level in many years, caused the only 
: prosecutor George Dession charged, sour note heard at the opening of 
. it failed to act in any situation in|the National Association of Music 
which a change in tax laws would | Merchants’ annual convention and 
- benefit makers of 10-cent cigarets. trade peyton hose Pr 
Pe Piano and band instrument deal- 
Termed “Mere Cloak ers estimated that fall dollar vol- 
. Prosecutor Dession claims that ume will be up about 25 per cent - 
n the big manufacturers, in “taking over last year. Manufacturers re- y Ci T] A N ’ pb p 7 I / 
over” the association, thereby ap-_| ported prices up five to ten per cent le ity lat CWS a er sui t 
parently sought to monopolize the on higher-priced merchandise and I. F i] C d B Tl] N H. R ‘“ 
il ; indu try and he said the fact that|10 to 15 per cent on popular-priced s ami y overe y le CW aVen egister 
~- § the association had not conducted! instruments. Piano makers __ re- ) . . - 
© JF) an annual meeting since 1930 indi- ported shipments in June 57 per 103 3% Met) opolitan 86 7 Suburban 
e- cated it was a “mere cloak” for the cent ahead of last year, while for ° 0 Coverage e % Coverage 
erations of the large cigaret the first six months of this year they i 
makers. were up 26 per cent. SPV CPdTGAg@q_MWAAOUGIOS§/§_¥@—\}|HIIN Tis ECATA- TAs |. OdW_'_Z—_—$ 
Such merchandising practices as Advertising expenditures of Bald- 
n- irop shipments and direct-customer win Piano Company, Cincinnati, 
nt lists came in for major attention are already about 30 per cent ahead 
e- during this, the ninth week of the of last year, with further increases S 
n- trial Prosecutors drew from Ed- in magazine schedules contemplated. 
é ward W. Harris, Indianapolis jobber, Increased fall advertising of Winter 
al testimony that in peso instances & Co., New York, will depend upon MORE FAMILIES 
retailers who were favored by being factory production schedules. This Sg au. hn" ANE ees 7 : — 
permitted to purchase drop ship- company is also a large user of TERSE fF ACTS 
ments (giving retailers about the cooperative newspaper space, having 
e > same prices charged jobbers) were placed a million and a half lines REGA RDING 


it ible to sell pipe tobacco at 10 cents 
kage whereas other retailers 
had to charge 15 cents. This line 


pac 


ADVERTISING 


IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS-INC 


POUGHKEEPSIE. N.Y. 


during the past year. 

Capehart Division of Farnsworth 
Television & Radio Corporation, Ft. 
Wayne, Ind., has scheduled the most 
comprehensive advertising cam- 
paign in its history, starting in 
September. Full color pages will 
appear in Life, The New Yorker 
and Time throughout the winter 
and spring of 1942. Insertions will 
be staggered that copy will 
appear every two weeks. The cam- 


SO 


paign will feature paintings by 
leading contemporary artists 
P&G Lava to Biow 

Procter & Gamble Company, Cin- 
cinnati, has appointed Biow Com- 
pany, New York, as advertising 
agency for Lava _ soap, effective 
Sept. 1. 


LET US GIVE YOU THIS 
EFFECTIVE FORCE 


At LOWER COST twan 
YOU EVER EXPECTED! 


FILMACK LABORATORIES can show 
you just how easy and economical 
of « : it is to handle the potent medium 
FILM vivertising. Visit our studios see for yourself how cost-cutting 
— K techniques, developed through 22 years of experience, can fit visual 
meee nto your appropriation 
pf ho and laboratory have all facilities for handling § mm. 16 mm and 
io film including adding sound, titling, developing, printing, copying 
a cing We're equipped to present your story it low cost -in talking 
°& slide films minute movies, dealers’ helps, et: 
me r our literature, or telephone CALumet 8484. Better still come 
ect our studios yourself. There's no obligation 


HLMACK LABORATORIES 


327.$. WABASH AVENUE - CHICAGO, ILL. 
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IN MORE TOWNS 


meee ~s SOAR 


REGISTER CITY 


*% Register City population, 353,865, covering 
32 townships in 4 counties 


anes 


%& Register City covers a territory about 55 
miles in length and 36 miles wide, and is 
covered for local news oy three sectional 
editions of The New Haven Register 


IN CONNECTICUT 


CCCORARRRRRRRRERNEES caqeamnnee % Eighty-three cents of every “Register 


City” dollar is spent by New Haven Register 
——— ae se or readers 
Gs- bel — Ba =? J % Register City has 889 industrial plants in 
S$ = == Oe its area, comprising the largest and most 
= a3 A F s == diversified employment in Connecticut 
bead bd vo oh les ell” including these internationally known 
products’ American Brass. Armstrong Tires 
READ THE REGIS Geometric Tools, Gilbert Toys. Goodyear 
SS eeRRERITNTN Rubber Greist Appliances. International 
Silver, National Folding Box, New Haven 
Wy, WY, wis ws Clocks, Pond's Cosmetics Safety Car Heat- 
‘ = p.» = h.. A — ing, Sargent Hardware, Seamless Rubber. 
a == =s = = = Spencer Corsets and Winchester Arms 
* - 7 ~~ “ - 
% ~ “im “11S 41> *% “Register City” is proving daily, its dis- 
viN tinct advantages as a superior test market 
EVERY DAY —the cost is low, the market is compact for 
quick sales coverage and unusual transporta- 
tion facilities by railroad, water or truck 
Than a Other sper simplifies deliveries 
SS SSS S 


May we send you a Brochure in color, 
“Register City,” that describes this splendid Test Market? 


New Ztaven Register 


NEW HAVEN, CONN. 


National Representatives, The Julius Mathews Special Agency, 
New York, Chicago, Detroit, Boston 
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| been inspired by FCC’s current in- 
|quiry into newspaper ownership. 
| This section, the 15th and last, “is 
|designed to curb an alleged tend- 
ency upon the part of the commis- 


s 
Senate Gets Bill 
a + | 
Aimed at Amending ::: to discriminate in a manner 
m | not ager nc ag ng at ste i 
Present Radio Act _|'scz sotans.ée bose on 


|as a condition to grants made the 
Washington, D. C., Aug. 1.—!doing of certain acts which the 
Sweeping changes in present radio | commission has no authority under 
law, including a clearer definition | the statute to require.” 
of Federal Communication Com-| Other sections clearly define 
mission powers, are embodied in a/| “license”; change and clarify pro- 
bill introduced by Senator Wallace | cedure in applications for license or 
H. White, Jr., of Maine, as an|station transfer; add new rules on 
amendment to the Communications |censorship and identification of 
Act of 1934. The bill, S. 1806, was | sponsor of broadcasts of a public or 
referred to the interstate commerce | political nature; definitely prohibits 
committee. | FCC control over programs and 
In introducing the proposal, Sen.| business policies; clarify existing 
White told the Senate “The bill does | law on appeals from commission 
not attempt to deal in any respect | decisions; clarify and extend law on 
with the question of chain broad-|rehearings and make mandatory 
casting, or the regulations of the! that the FCC delay effective date 
FCC recently issued on that sub-|of orders while rehearing applica- 
ject.” He added that since that mat-| tions which are pending; and lay 
ter is still under consideration by | down definite rules on cases heard 
the interstate commerce committee, | by less than a quorum of FCC. 
he felt that he “might with ap-| Perhaps the greatest change 
propriateness await the conclusions | urged in the White bill is the sep- 
of the committee before attempting | aration of the seven-man commis- 
to deal with it in the proposed sion into two statutory divisions of 
legislation.” three members each and a clari- 
The bill does contain a section, | fication of the status and function of 
however, which appears to have! the chairman. One three-man di- 


vision would have jurisdiction over 
broadcasting as the division of pub- 
lic communications. The other, 
called the division of private com- 
munications, would handle common 
carriers. The chairman’s status 
| would be as executive officer and 
coordinator participating in all FCC 
matters except “the determination 
'and decision of contested matters 
which are made the exclusive busi- 
ness of the division.” 


“Beauty Parade” Bows 
Beauty Parade, New York, a new 


monthly magazine featuring paint- | 


ings of feminine beauties, was 
launched Aug. 1. Lee Mortimer, 
'motion picture critic of the New 
| York Daily Mirror, is editor. 


Names Two Directors 


Sealed Power Corporation, Mus- 
|/kegon, Mich., has elected A. W. 
Lines, president of Accuralite Com- 
|pany, Sealed Power subsidiary, and 
Lester Matthews, credit manager 
and assistant treasurer, to its board 
of directors. 


Carrom Appoints 

Carrom Industries, 
Mich., maker of games, has ap- 
pointed Paulson-Gerlach & Associ- 
ates, Milwaukee, to handle its ad- 
vertising, beginning with a fourth 


cover, two-color announcement in| 


the August Toys & Novelties. 


published in the advertising journals. These 


First in Total Linage for the 


Popular Mechanics led magazine No. 2 


by 31.2% and magazine No. 3by123.3%. 409.7%. 


First in Display Advertisers. 


Popular Mechanics..........490 Magazine 
Magazine No. 2............393 Magazine 
Magazine No. 3.............209 

Popular Mechanics led magazine No. 2 + 


by 24.7% and magazine No. 3 by 134.4%. 


First in Total Display Insertions. 
goods men buy 


Popular Mechanics. 1824 
Magazine No. 2...... 1412 
Magazine No. 3. . 793 


Popular Mechanics led magazine No. 2 
by 29.2% and magazine No. 3 by 130%. 


POPULA 


200 East Ontario Street, Chicago e New York e 


AT THE HALF! 


Magazine linage records for the first six months have been 


Popular Mechanics, at the half, far ahead of other maga- 


zines appealing to mechanically-minded men. 


First in Exclusive Display 


first half of 1941. Accounts. 
Popular Mechanics...... 107,534 Popular Mechanics......... .158 
Magazine No. 2....... 81,972 Magasine ne. 3 - 
; Magazine No. 3.... 31 
Magazine No. 3... 48,138 


Popular Mechanics led magazine No. 2 
by 150.8% and magazine No. 3 by 


First in Classified Advertising. 


Popular Mechanics... 


Popular Mechanics led magazine No. 2 
by 74.4% and magazine No. 3by 152.5%. 


This five point domination of the field 
by Popular Mechanics must be due to 
the results obtained by advertisers. 

When you plan advertising for any 


ing—for the fall and winter of 1941-42 
—use adequate space in Popular 
Mechanics, the 25-Cent magazine— 
first in the mechanical field in linage, 
in advertisers, in insertions, in exclusive 
accounts, in classified. 


fECHANICS 
7 agree 


Detroit e 


records show 


5306 
No. 2 3042 
See 2101 


* * 


or have a hand in buy- 


Columbus 


Ad Donations to 
USO Drive Exceed 
$1,000,000 Mark 


New York, July 30.—Advertising 
contributions to the campaign of 
the United Service Organizations | 
for National Defense totaled over 
$1,000,000, according to a summary 
issued today by George R. Rogers, | 
USO advertising director. High- | 
lights of the report included the 
following: | 


Newspapers ........ $539,988.89 | 
Magazines ......... 100,000.00 | 
a re 180,000.00 | 
ge er 150,000.00 | 
Production ......... 10,000.00 | 

eae $979,988.89 | 


| To this estimated total, Mr. Rog- | 


ers pointed out, should be added the | 
‘value of art contributions as well 
|as radio time donated by 835 sta- | 
|tions. The overall value of adver- | 
| tising assistance will consequently | 
/go well over the $1,000,000 mark. 
The newspaper figure, based on) 
|eard rates, represents 2,769,767 


Ludington, | lines in 3,500 daily and weekly pa- | 


|pers, through June 26. The esti- 
| mated space value assumes that 
|}each of the 21 ads, ranging in size 
up to full pages, appeared only 
/once. Actually some appeared more 
often. 


Use 100 Magazines 


The magazine contribution repre- 


sents the use by 100 publications sf 
P cin f , American stores Cs - 
of six full-page and four wor geeomen 5i > 4 


Dickinson Named 
Bureau Sales Chief 


Frederick Dickinson, Western 


manager of the ANPA Bureau of | 


Advertising for 
the past two and 
a half years, has 
been appointed 
sales manager, 
succeeding Wil- 
der Breckenridge 
who resigned ef- 
fective Aug. 1. 
Mr. Dickinson 
will take up his 
new post in New 
York as soon as 
a successor has 
been selected to 
fill the Chicago Frederick Dickinson 
vacancy. 

Mr. Breckenridge will announce 
his new connection upon his return 
from a vacation. He joined the Bu- 
reau exactly three years ago and is 
credited with having successfully 
harnessed the continuing study of 
newspaper reading to the Bureau's 
sales activities. 


‘|Victor Bread 


—ne — 


LOWER NOW 
AME AN 
Let’s Face the Facts 
about Food Prices 


dea! of conversation ebout food prices these doy: seems te be besed o- 
been unduly low for the pest several yeors ” 
normal years 


eet 


one ” ' 
ond thow the reguier prices prove with the requis 
preveding ‘odey 
This group of items is actually 23% lower than in June of 19.17 


fer over 0 helt contury our policy has been te supply foods of dependable un » 
yt the trendy AS « 


jue 1937) “Hone 194i) 


Gold Modal Flew - 12 bag be Bde 0c Lowe 
Piicbury Flow - 12% bag be Bde 1c Lowe 
Farmdaie Sweet Peas ~ Me. 2eane 2 2Se 2 Zhe 2c Lew 
Cheese Tomatoes — Me. 2 come 2 me 2 er kk Lees 
Whestes Ber ome 2 We 2 Be hee 
©D Cider Vinagar — ot bets 2 Te 2 Be Se hee 
2D Sour Krout ~ He. 2) cane 3 Me 3 Me he hee 
Sery & Crince ~ 1. com “ im | ae Lene 
Sery & Crince — 3 con Sec Fe howe 
Ed Cotter - bag o 1% = Be Lene 
Win Crest Coftes - & bag a ihe 4c Lowe 
Getd Seat Flew - 5 bag Me me Lee 
Geld Seat Flow - 12-4 bag a a en) j 
40D Gee Label Pens Me 2ean 2 B7e 2 Ble iO Lowe 
OD Geom - 18 ce 3 it 3 the fe hee 
© Beams — 28-01 cane 2 2 2 tte Geckos ] 
ED Peart Butter | © jar a tte fe howe 
Karty june Peas ~ Me. 2 can = ve + ' 
Seugh Bell Bever ete 
Sreeee Suomareeme 5 a ide Se Lene 
Cornfiahes - B-or pkg 2 iS 2 tte felon 1 
Post Testes Sor pkg 2 ihe 2 ite Geko 
60D Seed Bacon pig a the 4c Lene 
Meine Beans — 12-02 com 2 iSe 2 the Be hese ; 
Meme Beans - 18-02 can “ tie Be Lene 
Fancy Wet Shrimp ~ 5) on con ve te |e howe 
Sunrise Catsup ~ i4-en bot 2 Me 2 ite Token 1 
Flt Strengin Ammena at dot Se % Se Lene 
Manning's Hominy - 29-02 con O« % «he Lees ] 
€ BB Date & Mut Bread — Sor con Se tae ke bene 
Pras Beams 16-02 can 2 tke 2 tOe te hese 
Philips’ Pen or Veg. Soup 100n 3 Se 3 IS de Love 
Campbel's Beans — 16-02 can 3 BSc 3 Bde Ke hens s 
Hews Soups - 16 or Except 3 22% 2 He eho 
4D Whest Putty 4 08 bags 2 ite 2 tte Te Lewes 
Swansdown Cake Flew 440rbex 29 23e Sc Lose ( 
2D Rating Powder 1 1% t%e Ze Lows 
ED Fancy Peaches - Me 2) can te ise ie howe ] 
4D Breed Crombs — i0-0n pag 2 iSe 2 ie Se Lees 
fvep. Proves 70 OO & 4 te Se Lew 
44D Cornfiches B01 phe ve Sede Lowe 
BD Sugar Core Me. 2 cam 2 2% The fe Lee 
OD Frat Seiad ~ Me. 2) con a me ele 
Broken Sice Pineapple - Me 2) tan % ie he Lows l 
BD Gotten Syrup - Met can 26 10c Ze Lowe 
Gtenweed Romie Butter 28 0: jar Se te ie howe 
45D Preserves — 12 ox he 2 Be | ke hese t 
4D Tomate Soup — 10-01 can 4 Me 4 Te keke 
Gien Cove Clam Chowder - 10) ox be Be 1c Lene 
Evap. Apricets — & $e ite Ge Lens é 
Evap. Peaches — & Se tke Be Less 
BD Grape hue pt bet a tic Te hows F 
Seeders Rermms yee, Lo Se de howe d 
Or ange & Gr amet wit buns lem 2 We 2 17 Be Lowe 
And, Don't Forget the Staff of Life! Even Though t 
] 


All Our White Bread is 


V 
ENRICHED 


aguante to olatod f 


Se 


hd < Neammumn ond 
scent Neto! Mut Son 


Which Sold At 7c Per Loaf In 1937 Is Now Only . . 


Supreme or Rich Milk Bread 2 1 5‘ 


advertisements. Outdoor contribu- 
tions consisted of 24-sheet posters 
in 7,000 locations. Approximately 
100,000 car cards have appeared in 
buses, street cars and_ railway 
coaches throughout the country. 

The participation of radio sta- 
tions included use of 12 one-minute 
transcriptions by 600 stations and 
USO spots by 835 stations. In ad- 
dition, 78 national advertisers al- 
lotted time on their programs for 
special announcements. 

Approximately 620,000 window 
display cards were placed by local 
USO committees. Advertising pro-. 
duction contributions included 
typography, photo-engravings, elec- 
trotypes and labor furnished by ad- 
vertising agencies, graphic arts 
companies and unions. 


Which Sold At 9¢ Per Loaf In 1937 Is Nou il 

r 

f 

The fact is, according to this newspaper b 

copy of American Stores Company in p 

Baltimore, that the long list of food 1 

| items is actually 23 per cent lower now t! 

| than in June, 1937. s' 

Fall NAEA Meeting to Be 

Oct. 13-14 in Chicago | 

The fall convention of the News- . 
paper Advertising Executives Asso- 7 

ciation will be held Oct. 13-14 at @ . 

the Blackstone Hotel, Chicago, wit! fc 


William Ellyson, Jr., Richmond a p' 
News-Leader, in charge of arrange- & a’ 
ments. q H 
Col. Leroy W. Herron, advertising 7 p 
director, Washington Star, a mem- 
ber of the NAEA board of directors re 
| has been appointed to the new h: 
NAEA office of third vice-president : 
As an officer he will qualify for his to 
lappointment to the committee ir Ce 
charge, Bureau of Advertising of In 
| the ANPA, while he continues t be 
|serve as vice-chairman of the bu- th 
|reau’s advisory committee. Robert | al 
|\K. Drew, advertising manage! pe 
Milwaukee Journal, has been ap- re 
pointed by President C. E. Phillips a 
advertising manager of the Star anc 
Register-Republic, Rockford, IIl., to f 
fill Col. Herron’s unexpired term 0! Ca 
the board. ar 
_ su 
Du Mahaut Opens Agency} " 
L. Jerome Du Mahaut, for th to 
past eight years commercial man- m 
ager of station CKLW, Detroit, has 
opened an advertising agency at 82' re 
David Stott bldg., Detroit, with qT 
radio advertising department 1 
charge of Robert Powell. 
we 
— Cc 
COPY WRITER WANTED mi 
C0 


Major Chicago agency wants reliable, top-orade co” 
writer who knows good advertising—particular) 
good food advertising—and is writing it now '* 
well-known national accounts. We prefer a mt 
not over 35. Excellent present and future oP" 
tunity. Write and send samples of your work 

possible, give Starch ratings of ads you have writ 


Box 3423, Advertising Age, Chicsse 


 mHARTEO 


America’s Test 


General Offices: 54 Pratt St. Hartford, Conn. 
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y s Vack vacuum cleaner, a vertical | aluminum ware not now available ware, the possibility of entering H : 
oe Sees ee ' oins Jackson Stu 
Aluminum Ware tank type of cleaner which is being | because of defense exigencies. A into its manufacture being cur- J ins J D zon S udios | with 
|manufactured at its Lamont, Ill., limited line of the ware is being tailed by the current difficulty of Campbell-Ewald ‘Company, Detroit 
® plant. The cleaner will retail| added to continue to serve dealer Securing manufacturing tools for a) has joined the staff of Jackson 
Companies Turn ~~ , lud outlets and to maintain the com-/| line of this type. Studios, Detroit, as layout artist. 
romotion plans include space in pany’s marketing organization in- 
Hardware Age and literature is ‘ No Other Plans Now 


fo Other Lines 


Cooking Glassware, 
Vacuum Cleaners Are 
Substituted 


Pittsburgh, July 30.—Pieces of | 
glass ovenware are soon to be| 
placed in regular sets of the famous | 
Wear-Ever aluminum cooking ware 
which will be marketed in the | 
future by the Aluminum Cooking | 
Utensil Company, New Kensington, | 
Pa., a principal fabricating sub- | 
sidiary of the Aluminum Company 
of America, ADVERTISING AGE 
learned this week. | 

Cc. G. Towne, an official of the 
utensil company, verified the fact 
that two heat-proof glass casseroles 
are being added to the Wear-Ever 
aluminum sets in order to make 
them complete and marketable as | 
long as the inventories of aluminum 
ware last. Such ware now is com- 
ing from stocks left on hand after 
production ceased when aluminum 
was placed on the priorities list and 
restricted entirely to direct national 
defense consumption. The glass 
items are of boro-silicate, or heat- 
resisting glass, and are being manu- 
factured for the utensil company | 
by one of the country’s leading 
producers of this type of glassware. | 
They will be marketed under the 
trade name, “Mary Allen,” which is 
stamped in the ware at the factory. 


Rounding Out Current Lines 


Mr. Towne emphasized that no 
rash supposition should be drawn 
that the company planning to 
market glassware as a_ substitute | 
for aluminum during the temporary | 
period when the metal will not be | 
available for peacetime markets. 
He stated that addition of the glass | 
pieces to the Wear-Ever line is only 
for the purpose of rounding out} 
regular sets until the stocks on | 
hand are exhausted. He declined 
to comment on what action the 
company will take after all present 
inventories of aluminum ware have 
been exhausted or on the possibility 
that the utensil firm may eventu- 
ally turn to glassware as a tem-| 
porary sales “stop-gap” pending the | 
release of aluminum once more for 
civilian needs. 

Reports are rife that many fabri- 
cators of aluminum cooking ware | 
are seriously considering adopting 
substitutes, if only to maintain con- 
tact with the consuming public as 
“insurance” for the future, and also 
to keep their regular sales and 
merchandising organizations intact. | 


CHICAGO COMPANIES | 


is 


TURN TO OTHER LINES 

Chicago, July 30.—In about six 
weeks the Aluminum Products 
Company, LaGrange, IIl., will aug- 
ment its restricted line of aluminum | 
cooking utensils with the Super-_ 


ss 


a 


kk kk kkk kk kok 


Month after month, | 
and year after year, 
NATION'S BUSINESS 
continues to be the 
magazine MOSt wanted 


by business men. 


The total net paid now is 
356,480. That is 204,298 
more than the total of the 
next largest business mag- 


azine. 


Sk kkk kkk kk & 


| glassware 


now being prepared for distribution 
by dealer outlets. This move was 
anticipated about a year ago, ac- 
cording to H. A. Church, advertis- 
ing and sales manager, and the line 
of aluminum ware, instead of being 
expanded, was strictly limited. 


Adds Glassware 


The top stove type of cooking 
such as double boilers 
and percolators is being added to 
the line of the Club Aluminum 
Products Company here to replace 


| its 


tact. 

Glassware was chosen as the 
most successful substitute for 
aluminum ware not only because of 
serviceability in cooking but 
also because there is less danger of 
clashing with priorities than in 
other materials, according to Mary- 
Gene Hoche, director of publicity. 
No trade name has yet been 
selected for the glassware. The 


|future will determine whether the 
| line will be temporary or otherwise. 


In this instance the company will 


|merely be distributor of the glass- 


Two other manufacturers of 
aluminum cooking utensils in the 


Midwest, West Bend Aluminum 
Company, West Bend, Wis., and 
Aluminum Goods Mfg. Company, 


Manitowoc, Wis., are devoting their 
production facilities to defense work, 
according to representatives, and 
have not yet announced any aug- 
menting of customary lines with 
other goods. There was some indi- 
cation, however, that some steps to 
maintain lines of distribution might 
be taken later. 


.) . . 
“Telegram” Raises Price 

| The Bridgeport Telegram has an- 
nounced an increase in price per 
copy to three cents. The Connecti- 
cut newspaper’s evening affiliate, 
the Post, will remain at two cents. 
Increased production costs were 
given as the reason for the boost. 


To Parker-Allston 

| The American International 
Underwriters Corporation, New 
York, has named Parker-Allston 
| Associates, New York, to handle its 
advertising. National magazines 
|and business papers will be used. 


THE GOODWILL STATION 


Dito 


THE FRIENDLY STATION 


Chelan 


Tht Gatal STATIONS 
OF THE Gatal Lanes 


Two sharp eyes under a visored cap watch a white’ 
sphere approaching. Wham! Another baseball 
goes traveling ... another hit for Joe DiMaggio, 
all-time consecutive game batting champion. Bat- 
ting out record-breaking sales, too, are a pair of 
radio stations which belong in every advertising 
line-up. The Great Stations of the Great Lakes are 
a still greater buy these days... your big league 


performers in the heart of Industrial America. 


BASIC STATIONS - - - COLUMBIA BROADCASTING SYSTEM - ~~ G. A. RICHARDS, PRES. - -- EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVE 
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ADVERTISING AGE 


August 4, 194) 


Substitutes Cap 

Dairyland Products Company of 
Fort Worth, through its agency, 
Evans & Lemay, placed full page 
ads to advise consumers that the 
familiar aluminum Dairyland caps 
on milk bottles had taken wings, 
literally, and that they were being 
replaced with a new Seal-Kap, made 
of paper, which is just as sanitary 


Auto Makers, 
Agencies Up in 
Air Over Budgets 


and convenient. 


Rhea to Frankel-Rose 


Rhea Mfg. Company, Milwaukee, 
and | 
appointed 
Frankel-Rose Company, Chicago, to 
Fashion 
magazines, general magazines and | model 


maker of Joan Miller frocks 
Petti sportswear, has 
direct its advertising. 


business papers will be used. 


Farm Paper Shifts Two 


Fowler Dugger, advertising man-|to set up 

will | 
transfer his headquarters from New 
York to Birmingham, Ala., effective 
with the 


ager of Progressive Farmer, 


Sept. 1. Earl Butcher, 


duction Cuts 


Detroit, July 
advertising during 


31.—Automobile 
the coming 

year continues to be an 
— even to those closest to the 
picture. With government officials 
| still juggling production quotas for 
| the industry, it has been impossible 
advertising budgets. 
Agencies are working under great 
difficulties. Apparently anticipating 
substantial curtailment in advertis- 


farm paper's sales staff since 1931, | m8 activity, some agencies already 


has been named Eastern 
ing manager. 


advertis- | 


have begun to trim their staffs. 
One of the leading agency execu- 


Refrigeration Industry 
Also Uncertain of Pro-| percentage of “ersatz” materials. It 


tives, however, expressed the 
;opinion that even if production is 
sliced down to 3,000,000 units next 
year, it will be necessary to do a 
substantial, vigorous 
job. 
out, will come on the market with 
two strikes on them. Prices quite 
| definitely will be higher; and the 
| public has the impression the new 
|ears will contain a considerable 


will be necessary to sell quality as 
the industry never has before. Fur- 
thermore, the company that doesn’t 
hold its banner high in the current 
market will find itself at a great 
disadvantage, if not completely out 
of the picture, when the competi- 
tive struggle is resumed after the 
emergency period has passed. 
Should automobile production be 
cut to around 2,000,000 cars, this 
executive believed the industry 
would have little difficulty selling 
that number, and in 
advertising would probably be held 
;}to a minimum. But such drastic 


ANDING T 


for one of t' 
44th Street,” 
produce. 
Collins co 
York, where he 


Beymer Digs 
Witham  Gilmo 
known histonan, ha 
Paramount to trace 
peculiarities of speegy 
torical characters f 
Andrew.” Pictug 
a week and no 


‘York’ Pe 
Warners & 
Jesse Las 
ring Gary 
at its Be 
‘Sm 
Prod 
Throug 


ring 
Frank 


The om of this 


“Wool as set yest 
by prd 4 Pal. Piece 
writte vr d Cecil B 


Be 
Ralp 
Sherman 
Ariz., fo 
which sta 


Andersd 


Warners 
tract on actor 


{ bstone 


tor for Har 
Tombsto 
pmbstone,' 


star, talented, poi 
When she takes 
a@ drawing-room star, 
have a new marquee n 
Naish steals major acting 
2 great performance, and the 
strings on the word “great.” 
splendid delineation of a familiar 
Mikhail Rasumny makes a beautifu 
comedy job of a supporting spot, one 
which will earn him film rew 
Nils Asther is an always excel 
lain. Other roles are secondary but all 
well played and directed. 

A tinal word is in order for the 
superlative musical supervision of 
Dmitri Tiomkin, which keys and 
heightens the suspense of the picture, 
and the attractive costuming by James 
_ Wade. john W. Rogers gets a laurel 
- ” for capable handling of associate pro- 
duction tasks. 


HRILLER: 
TER OPRY 


Tuesday, July 1, 1941 


ager, 
Bt dialog as “‘all 
yard wide.” Always an 
land with the girls, he finds he 
ust modify his approach to win 
singer with whom he is cont 
bickering. In directing, !rviz 
succeeds fairly well in ; 
arguments pass as a 
direction, is easy and 


Tales of > 


Music Hall, where th- 


ving Berlin again illustrates 
5 First in War, First in Peace, 
inst On the Hit Parade. 
“ne reasons for the tremendous Cir- 


8 Efianns worry 


New York. — MANHATTANOTES 
. Dixie Tighe, who went up to 
ada to interview the Dionnes, re- 
s that Papa and Mama D. are 
d at Dr. Dafoe because the 
s have never been permitted to 
the road to visit them, although 
ere taken to Toronto to meet 
ng and Queen... . After ‘‘Lady 
Dark"’ closed last week to allow 
Lawrence a 7-week vacation, 
t sent the star of his opus a 
cribed ‘Rest in Peace.” : 
e way, has a swell title for 
ed tome: “‘Actors Speak 
Words.”” . . . And Good- 
nm honor of his sponsor, 
named his country estate 
. Nina Orla tempo- 
ollywood assignments 1s 
Conga Jean Dal- 
the Main Stem's pret- 
has scrivened a show 
racters are patterned 
e and jose Iturb: 
frymore, on a quiz 
»d to name the ten 
he world, she re- 
and the Brooklyn 


ull be one of the 
sel's new revue 
micker 1s Thel- 
Maxwell, who 
ne Duchess in 
it, Me, this 
| advisor for 
e Somerset 
Ss ago 
g the role 
s ‘‘Shang- 
ilgallen’s 
penning 
eeting You,” 
Bm of the July herrrival. 
o successful is the 48th St 


cunes, “Arms for 
erica’. and ‘‘Any Bonds 


- Qne 


ulation gains of Screen Guide, Click 
and Movie-Radio Guide, is their top- 


notch color 
mag field. 


hotography —- best in the 
ameraman jack Albin and 


ruce Bailey, representing the three 


publications in the recent Warners 


annual 


Photography Contest, won 


either first or second prize in every 


division of the contest. 


lifton 


to coast. 


Fadiman has adopied an || -year-old 
English boy through the Foster Parents 
Plan for War Children. . 
Allen's amusing letters to the boys in 
the various Army camps will be pub- 
lished in post newspapers from coast 


. . Gracie 


advertising | Plans are tentative. 
The new models, he pointed | 


that case 


| curtailment does not now seem to 
|be in the cards. 

Meanwhile, new model copy is 
being prepared as usual, but all 
Most agencies 
are already well along with such 


j}announcement work as catalogs, 
hand-out pieces, plan books and 
other such dealer material. Art 


studios have been as busy as ever 
on automobile work. But even at 
this late date, the advertising de- 
partments and the agencies don’t 
know how extensively this material 
will be used. The feeling seems to 
be that the companies will go ahead 
with their introductory campaigns 
pretty much as usual, and let the 
retrenchment come later. 

There may be, however, some 
curbing of the lavish introductions 
of former years. Some companies 
are still debating whether to have 
the customary press’ previews 
which in the past have been 
handled on a rather elaborate scale. 
Another change that will be noted 
is the reference to defense work in 
announcement copy. Emphasis also 
will be on maintenance of quality. 
The idea is to convey the message 
that defense work is not being neg- 
lected while efforts are being made 
to supply transportation needs of 
the civilian population. 


Hudson May Be First 


Very likely the first motor com- 
pany to introduce new models this 
year will be Hudson, which brought 
in its distributors and dealers this 
week for a sales convention and 
preview of new models. Shipments 
of the 1942 models, consisting of 
three new lines featuring automatic 
shift, longer, more flowing body 
lines and new front-end styling, are 
now going out to the dealers, and 
national advertising is tentatively 
scheduled to get under way in Sep- 
tember. 

Used cars are expected to be at 
a premium next fall. There are 
substantial stocks in the field, built 
up by the extraordinary new car 
activity which brought trade-ins of 
all descriptions and ages to dealers’ 
lots. Dealers now consider these 
stocks very valuable merchandise, 
and are not making any special 
effort to dispose of them, being 
convinced prices will advance sub- 
stantially by late fall so as to net 
them a handsome profit. 

A brisk demand is expected for 
|}used vehicles when new car stocks 
are depleted, during the 
|change period, and when 1942 cars 
| come out at what is generally be- 
| lieved will be substantially higher 
|prices. With the better demand 
j}and increased value placed on used 
| cars, the tendency will be for deal- 
jer to do a better reconditioning 
job, and probably to feature used 
/cars more in display advertising. 


Refrigerators Affected 


| The 


refrigeration 
|pretty much in the same boat as 
the automobile business. Neither 
|} knows just what the final decision 
|will be in Washington on the cur- 
tailment question. In refrigeration, 
| too, advertising budgets present a 
| big problem. Observers in the 
| industry think that the manufac- 
turers probably will offer shorter 
lines next year, eliminating the 
| low-priced, $129 models which have 
| brought small profits to both manu- 
| facturers and dealers. 


industry 


IS 


| During the past 12 months, the 
| market has absorbed roughly 
3,000,000 household refrigerators, 


|; compared with an average of about 
| 2,200,000 units a year in the pre- 
| ceding four years. If production is 
;cut to 1,500,000 units next year, 
|demand is certain to exceed supply. 
Stocks are said to be moderate in 
the field. Under these conditions, 
and with public purchasing power 


jincreased, there will be greater 
opportunity to sell higher priced 
models. So factories likely will 


concentrate on their medium-priced 
units. Observers do not look for 
any substantial price increases 
comparable models. 

More effort on the part of dealers 
is expected to be put into recondi- 
tioning and selling models taken in 
trade. There will probably be a 
weeding out of dealers, weaker ones 
going by the boards and _ the 
strenver surviving 
felt, will 


on 


Advertising, it 
to 


is be devoted more 


model | 


—— 
— 


NEW NASH 


Nash Division, in this full page in Auto- 
motive News Almanac, promises a revo- 
lutionary new kind of car, years ahead 
in conception, design and construction, 


made possible “because our product 

plans, completed last year, were devel. 

oped far enough in advance of the 
present emergency.’ 


institutional copy, with less empha- 
|sis on product. 


Vetoes Ad Cut Bill 


Gov. W. Lee O’Daniel of Texas 
has vetoed a bill sponsored by op- 
|tometrists and passed by the state 
legislature, which would have re- 
stricted advertising. In explanation 
lof his veto Gov. O’Daniel said, “I 
consider honest advertising one of 
our great democratic rights.” 


‘Shits Wave Length 

Station KMAC, San _ Antonio, 
which has been dividing time with 
|station KONC, San Antonio, on 
1400 kilocycles, hag been granted a 
|new wave length of 1240 kc, and 
|will begin broadcasting at that 
location about Aug. 20. 


| Morse Adds Gearon 


Neil Gearon, formerly with Na- 
tional Transitads, Inc., New York, 
has been named an account execu- 
tive at Morse International, New 
York. He has served as sales and 
advertising consultant on food 
products in individual markets 
throughout the country. 


Frazee Poems Published 

A group of poems by the late 
Francis B. Frazee, Buffalo adver- 
tising executive, has been  pub- 
lished by his friends as a fulfill- 
ment of an unrealized ambition 
The title of the book “After- 
glow.” 


1S 


Advances Robertson 

Miller C. Robertson, for six 
months in charge of local sales for 
Station KMBC, Kansas City, 
been named assistant sales man- 
ager. 


nas 


Resigns Pichel Account 


Donahue & Coe, New York, has 
resigned the account of Pichel, Inc., 
New York. 


66 out of every 100 °’ 
passengers on street cars ~ 
and buses in Ls Ange/es 
come from higher income 
districts, . according to 
Los Angeles Transportation 
Survey, | sponsored by the 
city of Los Angeles. | 
When they ride they relax: 
“when they relax they 
read your message. 

For Complete details 
rates, write 


and 


MAYNARD Boyce Ine 
Transportation Ceti." 
LOS ANGELES 


650 Chamber of Commerce Bide 
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Appetite appeal--and display that invites inspection and self-service: - 
speed the turn-over of rapid selling foods. The Kraft Miracle Whip ; «é 
Display, for example. 's sure of a big showing because It features the i Be 
, . - . m x ° : 
grocer $ fastest selling items. ts true-to-life realism fairly makes one $ eS 
mouth water! It stops the passers-by and brings them in to BUY: o 
cae 
As producers of M-W Island Display - and Jymable Baskets, which ae 
cut selling costs and multiply self- a , 
Company staff is wise in the ways of the § er 
Displays: Counter Displays: and Wall Posters oe 
appetite appeal and merchandising punch. Our lon —s. 
: ~ 
in creating and producing successtul Dealer Helps, day in ane —. 
o i 
day out, year after year: will be found valuable to you in designing i 
point-of-purchase advertising for your product. | 
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FIVE BREWS BLENDED TO MAKE OVE GREAT BEE! 


“It takes the blending of 33 separate brews to put unvarying goodness 
into Pabst Blue Ribbon — 33 separate brews from 33 separate kettles” | ® 
That’s the Pabst story! ... It’s OUR story too! It takes the blending } ,. 


4 of that many separate skills to put unvarying quality into each display ] * 


i produced by us — that many separate expert skills in that many | 
distinct groups of artists and artisans! From the beginning of the mi 
ae job to final delivery, the abilities of each group in sequence com 
* are dovetailed into a precise unison that has given busi 


Magill-Weinsheimer Company its enviable reputation = 
as producers of Sales-Making Advertising. P 


Discussing your plans or requirements involves no obligation. Call, write, or telephone 


MAGILL-WEINS HEIMER Cc OMPAN Y 
Producers of ‘Sales “aking ‘ ddverlising fer Crver 33 Years 


1520-1554 S. WABASH AVE. © CALUMET 7200 + CHICAGO 
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Hovde e Warns Sales 
Managers of Boom 
Time Depression 


‘redicts Business in 


Seneral to Continue 
digh Level 


w York, July 29.—A warning 
to sales managers that they may 
fin’ themselves in the throes of a 


dey -ession amidst the semblance of | 


qa business boom was sounded here 
tod y by Dr Howard T. Hovde, 
pre ident of the American Market- 
ine Association, in a talk before the 
Sales Executive Club. 
foday we are in a seller’s mar- 
ke’. reminiscent of the last war,” 
Dr. Hovde said. “But within 60 
days some sales managers may find 
the! the seller’s market has evapo- 
rated to no market at all, particu- 
lary in industries competing for 
men and material with armament 
production. Other sales managers 
ma experience a boom, never 
before encountered in the history 
of their business. The time has 
come for both caution and planning 
of sales opportunities. In general, 
during the remainder of this year, 
business will continue at a_ high 
level, both for the distributive 
trades and manufactured _ busi- 
nesses.” 
A Ceiling for Costs 
Pointing out that if inflation is 
to be avoided a ceiling must be put 
on all costs, Dr. Hovde came out 
n favor of putting a roof over 
wages, “the largest cost item of all.” 
Whether or not this is politically 
expedient, he added, it is an im- 
perative step to be taken by Con- 
gress if we are to avoid economic 
ils as an aftermath of our current 
spending, as well as some severe 
headaches during the present time. 
While the tax bill will take a 
eal wallop at incomes from $5,000 
to $25,000, Dr. Hovde expects no 
major change in buying habits of 
this group until 1942, when the new 
tax bills will be paid. With the 
curtailment of purchasing power of 
the upper-income brackets next 
March, however, purchases’ by 
lower-income groups may partially 
ffset the loss. This would indicate 
marked shifts in types of goods 
bought by the public, without 
inticipating a sharp rise of low- 
priced merchandise, nor material 
revision of the tax bill introduced 
by the House ways and means com- 
mittee. 
Sees Trouble Ahead 


| 

Indicating that today’s sales prob- | 
lems hinge on what tomorrow may 
bring, the speaker reiterated his 
prediction of trouble ahead for 
industries that compete with the 
Army and Navy for men and mate- 
rials needed for defense. Asserting 
this trouble represents disaster for 
many small business men and can 
mean depression for small com- 
munities, he forecast it would “in- 
olve loss of jobs for many workers, 
ind con freeze wages, salaries and 
Yorking conditions at pre-war 
evels, as well as abolish payments 

r overtime, Sunday, holiday and 
hight work.” 

Dr. 'lovde reminded his audience 
there nothing to be gained by 
eM ng our position or criticis- 
ng the government for not having | 
~lcipsted defense needs earlier. 
He urved sales managers, whose 
‘unction is to anticipate production 


chedu by market analysis, to 
‘ralle| government planning for 
de fe ns 


vith private planning for | 
gency, and for a post-war 


ne er 
“Conom 


N.Y, State Commerce 


vision to Kelly, Nason 
York State Division of 


com 7 Albany, has named 
oe nm, New York, to direct 
an mn for the 1941-42 year 
on ne 30 next year. The ad- 
bien ® “ppropriation of the new- 
7 Cate 


division is $125,000 to 
t and industrial promo- | 


P&G Enlarges 
Campaign for 
Its Fluffo 


| New York, July 29.—Using 12 
newspapers in the South, Procter 
& Gamble Company is promoting 
Fluffo, vegetable shortening, in the 
most extensive campaign since the 
product was first introduced in 
1939. 

Insertions in the series range 
from 800 to 500 lines down to 50 
lines, with the larger copy featur- 
ing a recipe in which Fluffo is an 
ingredient. An interesting angle of 
the campaign is the line which 
localizes the copy in several states. 
Procter & Gamble has shortening 
factories in Richmond, Va., Jack- 
son, Miss., and Macon, Ga., and 
copy appearing in newspapers in 
these states carries the line, “Made 
} in by Procter & Gamble.” 

Fluffo is a carton standard short- 
ening while P&G's Crisco is a 
hydrogenated fat. Distribution is 


|Field bldg., 


national but concentrated in the 
South and on the West Coast where 
Crisco is not sold extensively. First 
advertising in 1939 was in a news- 
paper test campaign in the South 
and promotion in 1940 was limited 
to spot radio in the same area. 
Compton Advertising is the agency. 


Navy Expands Recruit 
Drive to Six States 

The United States Navy’s recruit- 
ing test campaign in Indiana, Iowa 
and Missouri will be expanded to 
take in Kansas, Kentucky and 
Nebraska. 

As in the first three states, .adver- 
tising will be confined to newspa- 
pers in localities of under 50,000 
population. Coupon inquiries will 
be the principal objective of each 
insertion. Batten, Barton, Durstine 
& Osborn, New York, is the Navy's 
advertising agency. 


Needham, | Louis Moves 

Needham, Louis and Brorby, Chi- 
cago, has moved its offices to the 
Chicago, from 360 N, 
Michigan avenue. 


M-G-M Sets Up 
$2,500,000 
Ad Budget 


New York, July 30.—An adver- 
Using appropriation of $2,500,000 
was announced today for the 1941- 
42 season by Metro - Goldwyn - 
Mayer Pictures Corporation. The 
bulk of the expenditure will go to 
newspapers, with magazines, farm 


papers and outdoor also on the 


schedule. 

According to Howard Dietz, ad- 
veruising manager, 145 newspapers 
in major population centers of the 
East, Midwest and Pacific Coast 
will be used, together with a long 
list of national magazines and five 
farm papers. “The Lion’s Roar,” 
credited with high readership 
ratings, will be continued on the 
contents page of 24 magazines. 

First of the new season picture 
releases scheduled for extensive 
promotion is “Dr. Jekyl and Mr. 
Hyde,” to be followed by “Lady Be 


Good,” “The Chocolate Soldier,” 
Panama Hattie’ and “Babes on 
Broadway” 

Donahue & Coe is the agency. 


Westinghouse to Y & R 

The general advertising account 
of Westinghouse Mfg. Company, 
Pittsburgh, has been placed with 
Young & Rubicam, New York. The 
products accounts, such as lamps, 
merchandise and apparatus, will 
continue to be handled by Fuller & 
Smith & Ross. 


“Parents” Use Rates 


Parents’ Magazine, New York, 
has advanced its rates from $2,175 
per full page to $2,310 effective 
With the January, 1942, issue. 
Simultaneously, the magazine an- 
nounced a guaranteed circulation of 
600,000 as compared with its pres- 
ent 550,000. 


Adds John Doyle 


John F. Doyle, for merly with 
Industrial Publications, New York, 
has joined the sales staff of Home 
Furnishings Reporter, New York. 
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Approval by the ways and means 
committee of the House of Repre- 
of a schedule of new 
includes taxes on the 
revenue of broadcast- 


sentatives 
taxes which 
advertising 


ing stations and on outdoor adver- | 


tising, represents the most danger- 
our encroachment advertising, 
from the tax angle, which has yet 
been made. 

The idea of a tax on radio adver- 
tising was first proposed by a group 
of printing trades unions who made 
no secret of the fact that they were 
interested in a punitive tax, be- 
cause, they said, radio was taking 
advertising dollars out of competi- 
tive printed media and therefore 
making it more difficult for workers 
in the graphic arts to find employ- 
ment. And it seems highly sig- 
nificant that the tax on outdoor ad- 
vertising was picked up from the 
drastic advertising-tax bill intro- 
duced by Congressman Jerry Voor- 
his of California in time to spoil a 
good many Christmas dinners 
among advertising men year. 

It is even more significant, per- 
haps, that this latest, and thus far 
most successful attempt to tax ad- 
the 


on 


last 


vertising comes on heels of a 


suggestion by Leon Henderson that | 


the bread industry help avoid rais- 
ing prices by cutting down its ad- 
vertising, and also on the heels of 
Thurman Arnold’s inquiry into the 
advertising phases of the oil indus- 
try. 

The users of advertising and the 
owners of advertising media of all 
kinds are perfectly willing, we feel 
sure, to accept their just portion of 
taxes. But advertising itself should 


not be taxed, now or ever, for rea- 
sons which are so sound and logical 
|that they can scarcely be disputed. 
Advertising is a form of selling; it 
| stimulates the flow of goods and 
services and the interchange of 
money, and therefore is a tremen- 
dously important creator of tax 
| revenue, It no more logical to 
‘tax advertising than it is logical to 
tax salesmen on the 
call they make, or each contact they 
have with a customer in a retail 
store. 


The 


is 
basis of each 
of 


history discriminatory 


land punitive taxation is remarkably | 


ilike that of the 
jparties of Europe, ready and eager 
| to sacrifice neighbors or country for 
|their own advantage, only to dis- 
'cover that in the very act of sacri- 
ficing others they have thrust their 
/}own heads under the sacrificial axe. 

A tax on any form of advertising 
is a potential tax on all forms of 
| advertising. And at the 
time, any tax on advertising con- 


present 


tains within itself the seeds of 
strangulation of the entire adver- 
|tising structure a consummation 


|which a great many people in gov- 
ernment seem to hope for devoutly. 

There are times when the 
mon good of any group or industry 
demands the _ intelligent 
ence of internal squabbles for the 
common welfare of the whole, and 
this seems one of them. Advertis- 
ing should stand united against the 
first experimental tightening of the 
|}death noose. We hope it will, 
|}when the present tax provisions 
reach the Senate and there is oppor- 
tunity for debate. 


com- 


| 


submerg- 


Two Decades of Change 


An interesting glimpse of long- 


term trends in the nation’s buying 
habits, which most of us have 
thought little about because we 


have been too intimately associated 


with them, is contained in the July | 


Commerce, 
of 


Domestic 
the Department 


of 
by 


10 issue 
published 
Commerce. 
Pointing out that during the past 
20 years there has been a marked 
increase in luxuries, in the manu- 
facture of consumer goods, while 
only slight gains have been regis- 
tered in the manufacture of staple 
publication says: 
popularity 


products, the 
“The of 
time-saving devices for housewives 


increasing 


has been among the principal fea- 
tures in the changing pattern. Large 
gains were in the 


recorded recent 


decade in the production of canned 
soup, 
and 


bottled 
other 


and 
juices, 


vegetables, fruit 
food and fruit 
prepared foods. 


of 
Rayon 
replaced 


“Production plastics made 


great fabrics have 


materially 


gains. 
silk. Paper 
substantial 

both for 


textile 


products have made 


inroads substitutes 


as 
woolen and _ cotton prod- 
ucts. 

“Sportswear became increasingly 
popular the aircraft industry 
hit a new high, and bicycles staged 
a remarkable comeback . . . safety 
| glass, chiefly for automobiles, and 
| the trailer for passenger cars, came 
prominently into the picture. 
| Slepera, vitamin products, and 
| venetian blinds have gained recent 
popularity.” 

There thumbnail sketch of 
changes in the buying trends of the 
American public during the past 
two There for all 
who would see, is an indication of 
the changes that can be anticipated 
in these same buying habits during 
this decade and the next. 


is a 


decades. also, 


divide-and-rule 


PERSONALIZING THE DISPLAY 


G 


Reproduced by special 
copyright, 1941, 


by The Curtis 


FURNITURE 


permission of The Saturday Evening Post, 
Publishing Company 


“We tried to give it a homey, lifelike touch, Boss!" 


| musical 
| thoven’s 
| Gilbert 
| great 


| from 
: | current motif. 


Ad-libbing 


What a Tough Mug 

This guy Vapor-Lock, pre- 
sented in the newspaper advertising 
of Litening gas out in the wide 
open western spaces of Montana, is 


| For STEALING POWER 


as 


—_— oe 


1STS: BE OM GUARD! vaAroe.Lock, powre 
STEALING MOTORING MENACE, IS AT LARGE ALL OVER THIS 
HIGH ALTITUDE TERRITORY. TAKE NO CHANCES! FILL-UP WITH } 
LITEMING 54, THE ANT).VAPOR LOCK GASOLINE, AMD BE PRE 
ANNOY 


PARED TO OVERCOME THE ANCE AND DELAY CAUSED 
6Y THE DEMON, VAPOR.LOCK. REPORT ALL CLUES AS TO THE 
WHEREABOUTS OF VAPOR.LOCK TO YOUR NEAREST MAROON { 
AND YELLOW LITEMING 54 STATION. 
« tor 


* ANTTRE.0STANTAMEOUS FICKEF . ADOED 
PEP POWER AMD SMOOTHNESS tome mnsaes 


just about the toughest mug we've 
seen in advertising in a long time. 
If he isn’t enough to scare the hair 


off a hair shirt, you can bowl us 
over with a pea shooter. 
V for Victory 

Price Gilbert, Jr., Coca-Cola 
vice-president in charge of adver- 
tising, would probably be the last 
person in the world to lay claim to 
originating the “V_ for Victory” 
campaign now being carried on so 


aggressively in conquered Europe, 
and we hesitate to thrust the honor 
on him Yet it is a strange coin- 
cidence that more than 16 months 
ago Mr. Gilbert used the four open- 


ing notes of the same Beethoven 
Fifth Symphony which is now so 
intimately connected with the “V 
for Victory” drive to illustrate a 
theme of consistency in advertising. 
In other words, a “victory” theme 
for advertisers 

Reporting a talk he gave in the 


| March 11, 1940 issue, ADVERTISING 
| AGE said: 


“Though many formulas for ad- 
vertising success have been enunci- 
ated, it remained for Mr. Gilbert to 
liken the effective campaign to a 
specifically, Bee- 
Symphony Mr 
said that though every 
composer gives infinite vari- 
ety to his work, he never departs 
a single fundamental and re- 


classic 


Fifth 


“He illustrated this point in Bee- 
thoven’s case by singing a few notes 
of the Fifth Symphony to demon- 
strate that a particular set of four 
notes (the “V for Victory” notes), 
sometimes in a higher or lower key, 
or slightly varied, occurs again and 
again in the composition. Thus 
while repetition present, Bee- 
thoven injected enough change into 
his musical description of fate 
{knocking at the door to win the 
plaudits of the critics down through 


1s 


| the centuries. The same holds true 
| with Coca-Cola advertising, he said, 
declaring that its basic theme is 
reiterated constantly, although just 
as constantly altered in presenta- 
tion to avoid monotony.” 

And there you have “V for Vic- 


tory” —in advertising. 
Jottings 
The San Francisco News turned 


the blast leveled at the automobile 
service station industry by the Rea- 
der’s Digest into an opportunity by 
getting 15 local car dealers to co- 
operate in the publication of a page 
of copy declaring that “you should 
take your car home for service to 
your responsible dealer.” . . 

Interesting institutional depart- 
ment store copy, from the stand- 
point of the national advertiser, 
was the full page of Hemphill- 
Wells Company in Lubbock, Tex., 
a few days ago. The page repro- 
duces 50 or 60 nationally known 
labels, and the very short copy 
says, “‘We present this array of out- 
standing labels an achievement 
of considerable moment.” . . 

Down in Tampa Holsum bread 
has gone in for “rebating” in a 
grand style. Big-space newspaper 
copy informing the juvenile 
population that Holsum_ enriched 
bread now has two shiny pennies 
wrapped in each 10-cent loaf. “Buy 


as 


Is 


yourself some gum or candy—or 
put the pennies in your bank 
they're yours—and they’re free,” 


the copy says... 

Esquire, Inc., is building up a lot 
of interest in a new monthly bul- 
letin of “Quotables” which Apparel 
Arts releasing to a request list 
which contains brief quotes from 
Apparel Arts and Esquire on 
fashion trends, suitable for use in 
store advertising. . . 


Is 


Take It Easy, Boys 


Foster Engineering Company of 


Newark has taken to “appeasing”™ 
its customers who can’t get deliv- 
eries quickly by means of verse. 


One such bit, printed on a blotter, 
submitted to Ad-libbing by 
scouts Horace Wilds and Walter 
Painter of Power Plant Engineer- 
ing. Here’s how it goes: 


Is 


Keep your temper, gentle sir, 
Writes the manufacturer 

Though your goods are overdue 
For a month or maybe two, 

We can’t help it, please don't swear, 
Labor's scarce and metals rare. 


Can't get steel, can’t get dies, 
These are facts, we tell no lies, 
Harry's drafted, so is Bill, 

All our work is now uphill, 

So, your order, we're afraid, 
May be still a bit delayed 


Still, you'll get it, don’t be vexed, 


Maybe this month, maybe next, 
Keep on hoping, don’t say “die,” 
We'll fill your order bye and bye. 


—— 


Information 
for 
Advertisers 


The following documents ma, 
secured without charge from < 
panies sponsoring them, or th; : 
ADVERTISING AGE, by any nat | 
advertiser or advertising 


et ee eee 


executive writing on his bu . 
letterhead. 
No. 1847. Glendale Gold. 


| The News - Press, Glendale, : 
has issued this analysis of its se 
|ket, showing population inc 
|}compared with other cities, . § 
{tailed picture of retail trad a 
newspaper readership study a: n 


ee 


|analysis of the growth of the ’s 
|aircraft industry. One intere. ng 
‘tabulation records monthly ‘ 
centages of annual sales by typ. of 


retail store or department, for C,}j- 
| fornia’s big stores, and another 
shows per cent of sales for adve''s- 
|ing by type of outlet. 

'No. 1848. 


The Power to Mua 


| Opinion, 

Harpers Magazine has issued this 
| booklet, which presents some ex- 
|amples of articles published in the 
past two years on industry, finance 
government, defense and other sub- 
jects of current interest, with evi- 
dence of their effect on public opin- 
ion. 


No. 1849. WNAX Data. 
The story of Radio Station 
WNAX is told in this new folder, 


which gives the station’s history, a 
map, in color, of its coverage areas, 


and a description of its facilities 
and market. 
No. 1850. Distinctive Displays and 


Materials for Windows and In- 
teriors. 

New processes and materials and 4% 
;numerous ideas are illustrated i 
this fall display booklet issued by 
Greggory, Inc. It shows panels 
composed of blow-ups of stock pho- 
tographs; background and decora- 
tive materials, novelty papers and 
boards and many ideas for display 
purposes. 


No. 1836. 
Method. 
A market study made by the Re- 
tail Merchants Credit Association 0! 
Los Angeles is the basis of this re- 
port issued by the Los Angeles 
Times, which deals with the news- 
paper readership phase of the sur- 


A New Measuring 


vey. Percentage of readership 0! 
Los Angeles papers is shown fo 
four income groups, making possible 


a comparison of reading habits 0! 
people of varying incomes, view: 
and modes of living. 


No. 1815. Post-Mark Count. 
The Journal, Portland, Ore 
offers this folder containing 
breakdown of all letters receives 
by its Household Arts Service de- 
partment in a four-week perioc 
during which no special bid was 
made for mail. The county-cit) 
tabulation indicates the Journal 
penetration of the market. 


No. 1817. The Fetish that Crawle 
Under His Rock. 


The Saturday morning s 
gives up after a hard strugs| 
the pages of this new  brochut 
issued by National Broadcastn 


+ Hou 


Company. Starting with fac 
Saturday morning listening 
money to spend, and buying 
the brochure provides a ¢ 
tory of one advertiser’s success!* 
use of a Saturday morn! 
network program. 


No. 1765. Whaley Taxipos' 
vertising. 
The story of the beginn’ 
development of Taxiposte: 
advertising medium is told ' 


new folder issued by Whale) = 
poster Advertising. A map *" 
table indicate where Tax'!pos* 
are available, and information 

given concerning circulation, "™'" 
and mechanical requiremen' ont 


some of the 
use. 


trations show 
posters now in 
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ih Adops Repair 
for Defense’ Theme 
for Fall Drive 


Washington, D. C., July 31.— 
housing efforts are due to 


to tax-paying 
should aid the 


rolls, municipalities 
program. 

Preparing Ads 

FHA is_ preparing 
advertisements for distribution to 
papers requesting this assistance. 
Like other FHA copy designed to 
stimulate home building, this will 
be used by the papers to sell tie-up 
space to local building supply firms. 
Retail advertising volume in the 
building classification expected 
to register sizable gains as a result. 


newspaper 


is 


Trade associations and building 
supply companies will also be 
encouraged to concentrate’ their 


efforts on the repair theme. Trade 
publications will be asked for pub- 
licity cooperation, and consumer 
magazines to devote space to urging 


home-owners to repair their prop- 
erties. Advertisers will be asked to 
feature this theme in their promo- 
tion. 

FHA’s loan insurance system, of 
course, will be used to make possi- 
ble the financing of repair projects 
Modernization loans have been a 
part of the FHA program since its 
inception, but heretofore the em- 
phasis has been on promoting new 
home building. 


RCA Saves Aluminum 


The RCA Mfg. Company, Cam- 
den, N. J., has devised a method 
of saving 66,000 pounds of alumi- 
num on a single item by the substi- 
tution of treated steel for alumi- 
num in radio receiving sets for the 
Army. 


Burton to Macfadden 


Bob Burton, formerly with Gard- 
ner Advertising Company, St. Louis, 
has joined the Western advertising 
staff of Macfadden Women’s Group, 
taking over the territory of Ted 
Fox, who has been transferred to 
the Western advertising staff 
True Story. 


Uses Touring Copy 
Home Oil Distributors,  Ltd., 
British Columbia, is conducting a 


large scale outdoor campaign using 
the theme “Explore at Home with 
Home Gas.” In addition to panel 
posters, the company also uses a 
musical broadcast from the Malkin 
Bowl, Vancouver, and is distribut- 
ing a 62-page booklet showing Brit- 
ish Columbia tourist attractions. 


of | 


Moves to New Offices 
Smith and Bull Advertising 

Agency, Los Angeles, has moved its 

quarters to larger offices at 4354 W. 

Third street. 

Lightolier to Lefton 
Lightolier Company, Jersey City, 

has appointed Al Paul Lefton Com- 


pany, New York, to direct promo- 
tion of its lighting fixtures and 
lamps. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


.fense 
= new turn early in September 
when the Federal Housing Admin- 
‘ctration plans to launch what 
or es to be its biggest campaign 
on the theme “Repair for Defense.” 
Ci ation of advertisers and pub- 
lis is being sought. 

FHA has made no public an- 
nouncement of the forthcoming 
eff and does not intend to dis- 
close details of its program for 
another month. It was_ learned, | 
however, that arrangements for 
publicity and advertising coopera- 
tion are already being made. The 
drive will be inaugurated the first 
week in September by a _ nation- 
wide address by FHA Administra- 


tor Abner H. Ferguson. 

There are numerous 
the program 
ing, renovating, 


reasons for 


and 


quate defense housing more quickly 
and less expensively than new 
houses or apartments can be built. 
Fewer vitally needed materials are 
And by putting every 


necessary. 


possible housing unit into active 
service before undertaking new 
construction, post-emergency diffi- 


culties can be minimized. Rehabili- 


tated brownstone houses made over | 


into apartments under the spur of 
national defense will be less of a 
drug on the market after the war 


than new buildings left vacant by | 
defense workers returning to their | 


homes. 
Aid Other Agencies 


The FHA plan complements the 
priorities system on housing mate- 
rials being worked out by the divi- 
Defense Housing Coordi- 
nation and the Office of Production 


sion 


Management. Both are calculated 
to insure the addition of as many 
badly-needed housing units in 


defense areas as possible. Further- 
more, while some materials needed 
for new construction are growing 
scarce and will be subject to pref- 
erence ratings under the priorities 
system, most products used _ for 
repair jobs are readily available. 


The FHA drive will be concen- 
trated in several hundred defense 
areas, chosen by OPM. The list 


will go well beyond the current list 
of 200 defense housing areas where 
the housing situation is acute, mak- 
ing the campaign practically nation- 
wide in scope. 

In addition to FHA’s own promo- 
tonal efforts, proclamations will be 
sought from state governors’ in 
Which the public will be urged to 
“Repair for Defense.” Local cham- 
bers of commerce and other civic 
groups will be asked to assist. Since 
one result the effort slated 
to be the return of some property 


of is 


to encourage repair- | 
remodeling. | 
By such work many unused dwell- | 
ing units can be converted into ade- | 


‘2,232,870 


plus purchasing power in 


‘TTAMPA! 
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NY product or service appealing to families with children will find a responsive 


market in New England, where there are 705,000 families with children under 


ten, and 1,147,716 families with children under 21.* 


With the 19 hometown stations of The Yankee Network, you get the friendly family 


nue YANKEE NETWORK, INc. 


neighborhood 


"Prin 


acceptance that consistently builds good will and 
sales, because each one of these stations is as 


much a definite part of the community as the 


store. 


Coverage by Yankee Network stations is as 
complete as it is effective, reaching all key mar- 
kets in New England, where per capita retail 


sales are 23.2°/, higher than the national average. 


ters’ Ink, “Families and How They Live.“’ 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., Exclusive National Sales Representatives 


WNAC 
Boston 


WTic 
Hartford 


WEAN 


Providence 


WTAG 
Worcester 


Wwicc 
Bridgeport 


New Haven 


WCSH 
Portland 


WLLH 
Lowell 
Lawrence 


WSAR 
Fall River 


WLBZ 
Bangor 


WFEA 
Manchester 


WNBH 
New Bedford 


WBRK 
Pittsfield 


WNLC 
New London 


WLNH 


Laconia 


WRDO 
Augusta 


WCOU 
Lewiston 


Aubum 


WHAI 
Greenfield 


WSYB 
Rutland 


WELI 
New Haven 
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ANPA Study Finds 
Consumer Buying 
Has Steady Pace 


Cites Case Histories 
of Frequency, Continu- 
ity Technique 


New York, July 29.—Consumer 
income and _ purchasing activity 
fluctuate comparatively little 
throughout the year, the Bureau of 
Advertising, American Newspaper 
Publishers Association, pointed out 
last week in a study emphasizing 
the desirability of matching adver- 
tising schedules to this marketing | 
pattern. 

Entitled, “They Don’t Stop Buy- | 
ing,” the presentation shows that 
consumers “get paid off 
steadily” and that food, 
cigaret and gasoline sales register 
“surprisingly little variation from 
month to month.” With the excep- 
tion of December, when retail sales 
reach a peak, and January and) 
February, when “the family budget 
recovers from its Christmas beat- 
ing,” retail business is fairly con- 
sistent for the remainder of the 
year. Railway passenger revenue 
is cited as another basic index that 
proves the year-around thesis. 

“Folks don’t stop buying,” the 
study declares. “They buy things 
consistently, the year ‘round. Con- 
sumption is steady, month after 
month. The business is there 12 
months of the year. So why stop 
advertising for your share? 

“Why advertise spasmodically 
when consumers buy steadily?” 


Consistent in Choice 


The bureau also observes that} 
not only do people keep buying 
regularly but they are also pretty 
consistent in their choice of brands; | 
and they are loyal to those that are | 
advertised regularly. 

The frequency and _ consistency 
theme is then applied to newspaper | 
advertising. Weekday newspaper 
circulation is shown to be consistent 
throughout the year, with feminine 
readership of display ads likewise 
reflecting comparatively little vari- 
ation from month to month. Case 
histories cited as examples of suc- 
cessful practitioners of the fre- 
quency and continuity technique | 
include Buick, Heinz, Standard Oil | 
of California, Hills Bros. (coffee), | 
Wilson & Co. and P. O. N. beer and 

| 
| 


ale. 


To Represent “Who” | 

Who, New York, has appointed 
Warwick Carpenter as Pacific Coast 
representative, with headquarters 
in Santa Barbara at 15 E. De la 
Guerra. L. F. McClure has been 
named advertising representative 
in Cleveland, Chicago and Detroit, 
with headquarters in Chicago at 
919 N. Michigan avenue. 


a Pe 
- GIVES YOU Low 
_ COST RESPONSEIN 
‘The DETROIT AREA 

5000 WATTS 


(Dey and Night) 


Mutuel Broadcasting System 


pretty | 
drug, | 
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To Distribute Baby ‘contract in advance for the entire |manager Lawrence Hicks 

- 7 - | noes e cks, th 

Booklets Thru Druggists Panty of the Month series and Blue Swan will encour- | Fawcett Women’s Group, G =| 

McKess & Robbi New Yor to Be Promoted b age its outlets to form a Panty-of- | Good Housekeeping, Ideal \ vA, 

will distribute hrcesh pa bie Y the-Month Club, members of which | Group, Mademoiselle, Screen © iigg 

of the country a series of booklets Blue Swan Mills |will receive the new numbers by |Screenland and Screen Lif }@a- 


sponsored by Ladies’ Home Journal 
on the care of babies during their 


New York, July 29. — In an 


|mail each month and thus eliminate 


the necessity of shopping. 


|con Advertising Agency dir: 
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THERE ARE. 
MOUNTAIN RANGES 
LIKE THIS ON ALL 
FOUR SIDES OF 
THE SPOKANE 


& = 


SPOKANE'S RETAIL SALES |Sr 5 MONTHS 1941 ARE 


SAME PERIOD 1940. 
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INLAND EMPIRE 7/7) 
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This month we turn our meeting ove 
to one of our staff artists. While the tre it- 
ment is in lighter vein—in deference to 
the dog days—all of the data herew:th 
presented have been carefully authen- 
ticated. We show you with a smile— we 


POSTAL RECE) 
+ TARE ‘WAY <7 


MARKETS. 


first 12 months. The plan behind |@ttempt to invest a prosaic piece A Petty drawing will illustrate | ncn Tae 

\the promotion is to help druggists | Of underwear with new glamor and {displays to be distributed to stores | Two Join “New Yorke x 
sell more baby products, with the | catch the eyes of the estimated 50|in September and similarly glamor- Chal ; r - 
booklets providing an incentive for per cent of American women who | ous drawings by the same artist ee with . — ye Ji rs 7 
mothers to visit their druggists “go without,” Blue Swan Mills will | will be used to illustrate magazine | Robert Aisa ters ne ind a 
en Fill be offer _ introduce in September an innova-| copy in spring issues next year |advertising staff of The oo - 
eaktiiie” caamibeadl ro gt Fon tion in the form of a Panty-of-the-|when another Petty Panty will be | Yorker. . 7 
record envelope, with the sugges- Month. . a part of the series. Copy will also seen ceneieeiennt = 
tion that they be delivered to cus- Beginning with a Petty Panty,|be illustrated by the work of Rus- | Joins J B Woodward 
tomers when babies are born, and | Blue Swan will bring out a new|kin Williams. apie 

that thereafter customers be invited Style each month in line with the On the schedule, which has been 7 F. Van Bomel, fo rly = 
to come to the store for the monthly |season and various holidays. De-|increased 40 per cent over last + a Hang sorte: Ang baw 4 9 rk pe 
series that follows. partment and specialty stores will|year’s, according to advertising Waakanl New hey seal B 


advertisers are spotting the Spokane mar’ [ 
ket. And why an increasing number are | 
using the Spokane area as a test market, | 


SPOKANE AREA} | _ 

IS LARGE AS 

NEW ENGLAND YET |S 
ISOLATED FROM OTHER ! 


THE SPOKESMAN-REVIEW 


MORNING SUNDAY 
SPOKANE, @ W: 


Combined Daily Circu!ation 12 
Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—Se» Francis Col 
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Changed Contract 
Provides Better 
Bonus for Cantor 


chance to cash in. 


presumably to give Cantor a better 
One of the chief 
reasons given for his failure to col- 
lect any part of the $78,000 it was 
possible for him to earn in addition 


earned a bonus of $2,000 a week. 
Actually, Cantor’s CAB rating aver- 
aged 18.8 for the series. During the 
same period Allen scored an aver- 
age of 20.8. The two ran neck and 


Art Directors Form Club 
The Art Directors Club of Los 
Angeles has been formed by men 
and women representing art direc- 
tion in various branches of adver- 


rocketing to 


to his basic compensation of $390.- neck, with Cantor behind from Oc- tising, industrial and motion picture 
Ne rk, July 29.—Eddie Cantor 000 for the 39 broadcasts, was the |'0ber through March and ahead of y ibe “a tn Ee Gk og 
. ; sas s rivi ¥ , -oug 2 > New ork ¢c as 
will fforded another opportu- stiff competition offered by Fred his rival for April through June. been elected president: | wd G. 
nity 2 season to earn a bonus if | Allen who was on the air at the| | "ne ; Vonderheidt, Erwin, Wasey & Co.. 
his C ratings rise above a base |same time Wednesday nights. It Winery Names Kaletzi vice-president; John S. Doane, Dan 
agure ven he resumes his Bristol-| was said that this conflict was not; The Empire State Wine Company, | B: Miner Company, secretary; and | 
myers eries for Ipana and Sal anticipated when the original agree- Penn Yan, N. Y., has named Charles — oo = King Soap Com- 
Hepat over the NBC Red net- ment was drawn up. H. Kaletzi, Syracuse, to handle its | P@"Y: ‘Teasurer 
“a é net weat"e contenant estebiia q | advertising. 2 ee. 
work sung & Rubicam handled| Last year’s contract established a | 4 P 
the d CAB rating of 20 as the base. For EN Aare Eastburn & Siegel Moves 
“The ‘enewal contract, ApverTIs-|every point over this figure Cantor | Becomes Graphic Partner Eastburn & Siegel, Atlanta, Ga., 
; fae . ’ ce ee 9 2 Apri has moved into its own building at 
ING learned, is based on the | was entitled to $200, with the maxi- Dick Lewis, Chicago artist and | 623 Spring street, N. W. The re- 
same nciple that attracted so mum rating set at 30. Thus, if he | artists’ representative, has joined cently purchased building has been 
muc! tention last year, but the had attained the maximum for the Graphic Illustrators, Chicago, as a| remodeled to accommodate the 
bonu use has been modified,| 39-week period he would have partner in the studio. agency's specific needs. 
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ITS A WHOPPER EVEN 
WHEN YOU LOOK AT IT 
THROUGH THE WRONG END 
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OF THE TELESCOPE ’ 


CONSTRUCTION CONTINUES AT 
GRAND COULEE, DESTINED TO BE 
WORLD'S LARGEST SOURCE OF ELECTRIC POWER 


HOME BUILDING 
IN SPOKANE 6 
WAY AHEAD OF 
THE BiG YEAR 


IJHO 


ONLY 
SIX STATES 
OUTSIDE OF 
THE WEST 
HAVE; 
NATURAL *- 
LAKES 
LARGER 
TRAN THIS & 
ARTIFICIAL 
ONE 


WRIGHT GETS 2nDAIR FORCE 
WITH SUPERVISION OVER 11 
WESTERN STATES. 
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IT SAYS HERE THAT 9,076 PEOPLE LAKE I51 MILES LONG FORMING 

IN THE SPOKANE AREA HAVE BOUGHT 

NEW CARS SO FAR THIS YEAR... BACK OF GRAND COULEE DAM . 
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Spokane 


WASHINGTON 
120,000.... An All-Time High 


OF THE ee AF U 


Jail 


EVENING 


A 


WITH PRICES CLIMBING, THE SPOKANE AREA'S I94\ 
WHEAT CROP 1S ONE OF THE LARGEST IN YEARS. 


or Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 


hronicle 


}per cent for 1941 over the same 
period last year, will triple its 
magazine advertising, lifting the 


Sales Up; Schick, 
Remington Rand 
Boost Budgets 


New York, July 29.—With sales 
for the first six months of 1941 sky- 
new proportions, the 
General Shaver Division of Rem- 
ington Rand, Inc., and Schick, Inc., 
will launch fall magazine cam- 
paigns representing sizable’ in- 
creases in advertising expenditures. 

Remington Rand, reporting an 
increase in sales of more than 70 


appropriation 
$250,000. 
page, 


to approximately 
Starting out with a two- 
two-color spread in The Sat- 
urday Evening Post, the company 
will promote its line of multiple 


| tions 

| theme, 
| Year.” 
;}some will be described as 


| shavers.” 


head electric shavers in 49 inser- 
in 12 magazines with the 
“The Head-Line of the 
The new Remington Four- 
“the most 
sensational advancement in electric 


| The opening insertion of the 
|campaign will be followed by 31 
four-color pages and 17 two-color 
|}pages. Liberty and National Geo- 
graphic have been added to the 
| Remington schedule which includes, 
jin addition to The Saturday Eve- 
|}ning Post, Business Week, Collier's, 
| Esquire, Fortune, Life, Look, News- 
week, Time and United States 
News. Promotion to the trade in 
leight business papers will supple- 
|ment the magazine campaign. Bat- 
ten, Barton, Durstine & Osborn is 
the agency 
Increase Schick Schedule 
Described as the most aggressive 
in the history of the company, the 
Schick campaign, following a sales 
increase of 48 per cent for the first 


six months of 1941, will appear in 
four magazines, representing an 
increase of one in the regular 


3,000,000 
and the 


schedule. Playing up the 
Schick shavers sold to date 


new hollow-ground shearing head 
along with the new Whiskwik 
motor, the campaign will consist of 


seven in color, The 
opening two-page insertion in the 
Sept. 13th issue of The Saturday 
Evening Post will feature the head- 


27 “insertions, 


line, “By the beards of 3,000,000 
prophets,” against a montage rep- 
| resenting Schick users. Other 
magazines on the schedule’ are 
Collier's, Life and Look, the new 


addition. 
Sales promotion efforts, including 
two special deals for retailers, prize 


contests for wholesalers’ salesmen 
and a full set of sales aids for 
retailers, have been intensified, and 


seven business papers will be used 
to announce the program to the 
trade. Arthur Kudner is the agency 


Adds Roland McCreary 

Roland McCreary, formerly with 
the advertising department of 
Singer Sewing Machine Company, 
New York, has joined the staff of 
Modern Merchandising Bureau, 
New York, as space buyer and ac- 
count executive. 


.--more than just 
a radio station -- 


a Baltimore 
institution! 


EDWARD PETRY & CQ. 
GOING MUTUAL--OCTOBER *1 
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Voice of the Advertiser 


This department is a reader’s forum. 


Color Helps Bring 
in the Accounts 

To the Editor: We didn’t think 
that the enclosed newspaper ad was 
particularly unusual until we 
started getting requests for reprints 
from many parts of the country. 
And it was upon the suggestion of 
John W. Ladd of the U. S. Savings 
and Loan League that we are send- 
ing a copy of it to you. 

We have always felt that this is 
the best way to use color in news- 
paper advertising. That this ad 
was successful was indicated by 
the fact that the month in which 
this ad ran saw the largest net gain 


in savings accounts in our client’s 
history. 
R. T. Harris, 
R. T. Harris Advertising 


Agency, Salt Lake City. 


London Publishers, 


Printers Keep Up Fight 

To the Editor: It was kind of 
you to publish my letter and very 
helpful, as it has already brought 
me news by airmail from two old 
friends of whom I lost track for 
many years. 

I wonder if anyone can realize 
what it means to leave one’s office 
on a Saturday noon and to return 


to a charred brick shell, with 
everything inside destroyed, Mon- 
day morning? Not a pen, not a 


pencil, not a sheet of letter head- 
ing; no means to know what is 
owing for advertising, subscrip- 
tions, street sales, or what is to be 
paid out; not a single back copy, 
visiting card or rate card; addresso- 


graph and multigraphing machine 
gone; friends unable to trace you 
for days... 

Yet, having collected my staff of 


16 outside the ruins on Monday at 


about 9:30 a. m., we were reor- 
ganizing by 10:30 a. m., and the 
bare essentials having been pur- 


chased, editorial writing, advertis- 
ing contacting and subscription list 
building started at 2:30 p. m. 

That was Monday. Let me add 
that it was possible only because 
one of Britain’s leading publishers, 
Messrs. Odhams, Ltd., cleared all 
the personnel out of four rooms, 
well supplied with telephones and 
typewriters, and invited us to make 
ourselves at home until we could 
find more definite accommodations. 
A. J. Heightway, managing editor, 
dealt with the copy. I, as business 
manager, got on with the rebuilding 
of the subscribers’ list and started 
to wrestle with accounts and the 
drawing up of the war compensa- 
tion claim, for payment after the 
war. C. Carlton Collins, advertis- 
ing manager, was making 
about copy and blocks, trying to 
duplicate what went up in smoke. 
And on Thursday at noon sharp, 
not a minute later than usual, 
World's Press News was on the 


CENSORED 


The British censor apparently wielded 
his scissors on this sketch of the building 
which formerly housed World's Press 
News and other publications along Fet- 
ter Lane, London. Deleted were the 
name of the building and the date when 
Hitler's bombers destroyed the edifice. 


| Blitz” 


certain | 


COLOR NEWSPAPER 


Letters are welcome. 


AD MAKES HISTORY 


25th Birthday 
Is Celebrated 
By Prudential 


gh Recenved On oF Belore banuar 
Sem Aunwal Derr edemd 


Ere 


/ 
THAT IT PAYS TO SAVE “- 
WHERE SAVING PAYS! + 


th W all Particrpate om the bw 


tal dal Savings 
| GL a 


Chartered and 5u,...; 


s 


SAVERS GET WHAT 
THEY WANT! 


« lune Wn 


ou uy the United States Government 


The circle and message, ‘Let's open an account this week!" printed in red over 

the conventional black and white copy, helped make this a banner ad for Pru- 

dential Federal Savings and Loan Association, sending savings accounts soaring. 
R. T. Harris Advertising Agency, Salt Lake City, handles the account. 


street and subscribers were being [| am only a 1-timer with little 
served with an issue in no way, ambition to emulate the feats of 
different in size or editorial con-| moral courage and physical endur- 


tents from a peace-time number. 


Well, all that happened’ two 
months ago. 

Now new furniture has been 
assembled and we are housed at} 


2 and 3 Norfolk street, W.C.2, just 
off Fleet street. Office machines 
are in working order; subscription 
lists are well over 95 per cent com- | 
plete; the accountancy books are 
ready to be balanced up to May 
31; reference sets of back copies of 
our papers have been built up, since 
1936, thanks to the generosity of 
our own readers; our “head-blocks” 
library which contained some 800 
cuts is being built up again gradu- 
ally, and life is once again almost 
normal. 

I say “almost” for there is not a 
single working day—and I am cer- 
tain that this will be the case for 
months and years to come—that we 
are not stopped in our work by 
some document or other of which 
we used to think very little in “pre- 
times. 

For instance, I had a complete 
collection of interesting advertise- 
ments since September, 1939, some 
5,000 specimens; I had cut out and 
filed all the interesting cartoons, 
some 2,000 specimens; and all this 
is only a memory and can never be 
replaced. 

Let me just add to this picture 
of our business life that in addition 
to reorganizing and dealing with 
war-supply problems (especially in 
respect to buying of paper) there 
is the fact that every single employe 
is either a home guard, an air raid 
precaution warden or a fire watche: 
(the youngest member, who is 16, 
is in the Air Training Corps, which 
will make him ready to enter the 
R. A. F. when he is 18) All this 
means for us from 14 to 48 hours 
of duty a month over and above 
business hours. 

This picture is typical of the 
times. I do hope that not a sen- 
tence, not a word has given you the 
idea that we are doing something 
extraordinary. Far from it. From 
the biggest daily down to the most 
modest trade paper, staffs have 
rallied in a similar way, in orde1 
to minimize the effects of the large 


size spanners which a late house- 
decorator has been and is. still 
throwing in as many machines as 


possible, the world over. 

That is my picture, but there are 
others, namely, those of the 3-, 4- 
or even 5-time destroyed offices, 
printers’ and blockmakers’ 


ance performed by those who have 
had to rebuild again and again. 


I have never found any hesita- 
tion to rebuild. “He” was not 
going to stop them and that was 


all there was to it 
he did not. 
I take off my hat. 

Sorry to have let myself go to 
this length, but I thought that my 
American friends might like to 


and sure enough 
To those stout fellows 


have that eye-witness report of the | 


little incident in which their Lon- 
don man was involved. 

F. A. MARTEAU, 

London, England. 

| Editor’s Note: Mr. Marteau, in 

addition to his London publishing 
duties with World’s Press News and 
Advertising World, is also London 
correspondent for ADVERTISING 
AcE. His report of the destruction 
wrought on his offices gives an 
interesting and moving behind-the- 
scenes view of publishing and busi- 
ness difficulties in blitz-torn Eng- 
land. } 


’ v v 
Notoriety and Fame 
To the Editor: Attached is a 


snap shot of a painted bulletin 
board that a friend of mine has sent 
me from California. 


I understand some “right-minded” 


Sear YORE 2 y 
= =e Oe Me be — 
= (es CA 
Dente 2 f 


folks have gotten this company to 
take down these signs 

After all, there is a fine line that 
is sometimes hard to which 
divides notoriety and fame. It is 
sometimes confusing which is the 
better for publicity 

C. G. TAYLor, 

Sales Promotion Manager, 

Mid-Continent Petroleum Cor- 

poration, Waterloo, la. 


v v ’ 

It Can't Be Done 
To the Editor: 
ing in one of the business 
wants some slick writer to produce 


sec, 


a good novel showing the better side 
of the business world. That man and 


his idea is just too late. Just too late 


A gentleman writ- 
papers 


taken in the last ten years is so| 
enormous and widespread that it is 
now impossible for them to ever 
recapture their once unfavorable 
though secure positions. 

Not only is literature against the 
business world and the ad section, 
too, but the general run of people 
one meets in offices, shops and fac- 
tories have designed new curse 
words for their own opinions of the 
bosses. 

No amount of money showered 
about will do the trick, because 
there are more angles to business 
than just the money income. There 
is the human need for recognition 
that the people who work in a place 
should have. It won’t do to give a 
guy a ten buck raise and tell him to 
shut up. He must feel he can talk. 

That’s why there ain’t gonna be 
any gocd novels about business 
printed or written. Business has no 
soul, and without one novelists can’t 
work on a subject and make it 
emotional and effective. 

Yeah, man, there’s going to be 
some changes made. 

CARL PETERSON, 
3542 Carroll Ave., Chicago. 


v v v 
The “V” Tren 
To the Editor: This may not be 


the first advertisement to capitalize 
on the popularity of the “. ..—vVv” 
trend, but I think it is handled in 
a way that is interesting to your 
readers. 

Naturally you have our permis- 
|sion to reproduce the ad if you so 
desire. 

CHARLES L. ROTHSCHILD, 
President, Consolidated Adver- 
tising Agency, Inc., New York. 

,vy 


Continues Account 


To the Editor: An _ inaccurate 
report having appeared in some 
publications about the advertising 
ff Mennen = shave’ products, we 
would be glad to have you state 
lthat this agency will continue to 
handle the publication advertising 
of Mennen shave products and of 


|}other Mennen products. 
H. M. KIgesEWETTER, 
H. M. Kiesewetter Advertising 
| Agency, Inc., New York. 
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See our YALUE-ful Collection 
at the Palmer House 
Room (O41-.W 
Presemted by bd Metaler 


Mayflower 


OWESS CO. IWC 1950 BROADWAY, MEW VORA | niwars ; 


Britain's "V" drive is caught up 

another purpose, in this copy for May.- 
flower Dress Company, New York. ‘np 
this case, V stands for vision and value. 


general advertising, 
Orleans Item. 


Volume Discount 


25,000 lines 4°, 
50,000 lines 6 
75,000 lines 8 
100,000 lines 10 


applies. 


frequency discount, 


Louisiana's 


> 


representative, with 


THE NEW ORLEANS ITEM 


Announces Discounts 
for Volume, Frequency 


Effective September 1, the following discounts 
from base line rate of 17¢ will be effective on all 
published by 


Volume discounts are based on total linage run 
Within a period of 12 months. 
counts are based on the minimum of 70 lines per 


week. Advertising of separate products of the 
same manufacturer may be combined to earn 
both volume and frequency discounts. When 


insertions continue beyond any given cycle with- 
out interruption, the frequency already earned 
Two or more complete cycles within a 
contract year may be combined to earn a greater 


THE NEW ORLEANS ITEM 


Leading Afternoon 


Ralph Nicholson, President and Publisher 


George A. McDevitt Co., national advertising 
offices in 
Chicago, Detroit, Philadelphia, 
The amount of smearing the busi- 
plants. ness world and its head men have 


The New 


Frequency Discount 


13 consecutive weeks 4°, 
26 consecutive weeks 6 
39 consecutive weeks 8 
52 consecutive weeks 10 


Frequency dis- 


Newspapef 


New York, 
and Boston. 
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" beyond reasonable limits. Electric /’ ps ‘ sembling a billboard. The same rin ds Tw 
an 10 Control Home and Farm Authority until a Billboard Ads illustration, of a girl’s head, accom- Gri nell Ad te a . 
few weeks Frederick L. Jackson has been 


Installment 
Sales Opposed 


U. S. Chamber of Com- 
merce Minimizes Bear- 
ing on Inflation Danger 
Wachington, D. C., July 29.—Fed- 


| regulation and control of retail 
vent selling, which has been 


st 
a d as one means of prevent- 
ne lation, is held to be without 
ustification in a report by the do- 
mestic distribution committee of the | 
Chamber of Commerce of the 
United States. 

The report terms installment 
credit an effective instrument of 
commerce, and one which is so well 
regulated by business itself that 
there is no need for action by the 
government. Its volume, the com- 
mittee claims, is so small as to have 


little effect on an inflationary move- 
ment and it serves a useful purpose 
in enabling consumers to buy dur- 
able goods. 

The committee estimated current 
annual installment volume at $5,- 
900,000,000. Such durable products 
as automobiles, household appli- 
ances, radios, and furniture are the 
principal items making up the total. 
Ninety per cent of retail merchants, 
accounting for over two-thirds of 
all retail volume, do not sell on the 
installment plan. 


Small Relative Volume 


“In view of the recognized utility 
of installment credit to persons of 
low income, in view of the rela- 
tively small volume of installment 
sales in relation to all retail sales, 
and in view of the availability of 
other forms of consumer credit, it is 
difficult to understand why there 
has been discussion of proposals to 
place limitations on installment sell- 
ing through regulatory measures 
administered by governmental 
agencies,” the report says. 

“If such proposals are advanced 
on the theory that government ac- 
tion is necessary to reduce the 
terms of installment contracts, there 
is evident a failure to recognize 
that a general movement of a volun- 


tary kind is under way among 
retailers Private business firms 
extending installment credits are 


themselves in favor of such reduc- | 


tion and are taking steps in that 
direction. One firm operating on a 
nation-wide scale, which previously 
has accepted contracts running for 
as much as 36 months, now restricts 


contracts to not more than 24 
months. In recent weeks a number 
f individual business firms have 


innounced adoption of stricter poli- 
cles covering installment contracts.” 
The report pointed out that the 
government _ itself partially to 
blame for extending credit terms 


IS 


RESPONSIBLE 
selling... to a 
RESPONSE-ABLE 
audience in the 
central southwest 


KWKH 


SHREVEPORT | 


LOUISIANA | 
: 


30,000 WATTS 


ago permitted down 
payments as low as 5 per cent and 
payment periods long 48 
months. That these terms were too 
liberal was recognized recently, 
when the minimum down payment 
became 10 per cent and the maxi- 
mum payment period 30 months on 


as as 


individual appliances and 36 on 
combination sales. 
Roberts to Sioux City 

Keith Roberts, formerly adver- 


tising manager of the Daily Journal, 
Vinita, Okla., has resigned to accept 
1 similar position with the Siouwr 
City Tribune. Tom Capps, for- 
merly with the Muskogee Phoenix, 
succeeded Mr. Roberts 


Used to Promote 
Sweetheart Soap 


New York, July 29.—Manhattan 
Soap Company using 12 news- 
papers in upstate New York to pro- 
mote Sweetheart soap in a series of 
four “billboard ads.” The campaign 
will continue through August 

Appearing twice weekly, the 70- 
line insertions feature four different 
headlines, only one of which, “I've 
Found It!” followed by copy. 
Other headlines are, “Over five 
million users in the last two years,” 
“Easy on your skin,” and “The soap 
that agrees with your skin,” which 
appear against a background 


1S 


1S 


re- 


panies each headline. 

Similar copy was used last year 
for a campaign in several Southern 
states. The current campaign sup- 
plements copy promoting the one- 
cent sale of Sweetheart soap which 
appearing in newspapers along 

Atlantic Seaboard 


IS 


the 


Smith Heads WWSW 


Frank R. 
manager 


burgh, 


Smith, 
of station 
has been 
of the company operating the sta- 
tion. He succeeds the late Paul 
Block, publisher of the Pittsburgh 
Post-Gazette, with which the sta- 
tion is affiliated 


1932 
Pitts- 
president 


Jr., since 
WWSW, 


elected 


named assistant promotion manager 
and Arthur F. Van Eck assistant 
publicity manager by the Grinnell 
Company, Providence, R. I. The 
departments will continue to be 
supervised by Harry A. Keene, who 
has been advanced to assistant sales 
manager. 


Upholds Tradomerk 


The trademark “Veg-All,” lead- 
ing brand of the Larsen Company, 
Green Bay, Wis., has been held un- 
infringeable by the federal court of 


the northern district of Illinois, at 
Chicago. The ruling forbade the 
use of words such as “Veg-Ade” 


which had been applied to canned 
fruit juices sold in the Chicago 
area, 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


- Brilliant performances at cash register 


and piano are but brief evidence of long study and 


hard work. Profitable sales result from good products, 


telligent and persistent advertising on Champion pa- 
per. And who ever heard of a musician abandoning 


practice because his schedule was filled temporarily! 


Today more than ever before, business needs to tell 
important facts about its functions and its products. 
Oversold or not, the smart fellows really are selling 
themselves to the public. And they're calling upon 
Champion, the largest producer of printing papers, 
for big tonnage of all its grades—coated and uncoated 


book, offset. posteard, cover, envelope and cardboard. 


and Tablet Writing . 


. « Over 1,500,000 Pounds a Day 


District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND +- BOSTON ~+ ST. LOUIS + CINCINNATI 


right sales organization and market analysis, and in- 
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Hyland to “Liberty” 


Phil Hyland, formerly on _ the 
New York sales staff of True Story, 
has rejoined the New York staff of 
Liberty, as Eastern sales repre- 
sentative. He first joined the East- 
ern staff of Liberty 10 years ago, 
after having been Western sales 
representative of The American 
Weekly in Chicago. 


Vick Buys Matchabelli 
Vick Chemical Company, New 
York, has purchased Prince Matcha- 
belli, Inc., New York toilet goods 
maker. The new Vick subsidiary 
will be operated separately, with no 


Words, Pictures Must 
Not Mislead Public, 
FTC, Courts Rule 


| Editor’s Note: 
a series of 12 


This is the fifth of 
installments of the 


important changes of personnel or “Dictionary of Verboten Terms, 
policy planned. an unusual project developed by 
Harry Hibschman to present as 


complete as possible a list of terms, 
expressions and phrases which have 
frowned upon by the Federal 
Commission and the courts. 
installments will be 
weekly in ADVERTISING 


been 
Trade 
Remaining 


ICHMOND ve published 


{ AGE. When completed, the 
ND NORFOLK should furnish an exceptionally 
useful guide to every marketing and 
advertising executive in any way 
responsible for trademarks, labels, 
advertising material or sales pro- 
motion. 
This week's installment deals 
with words, terms, expressions, 
statements and representations re- 


series 


PAUL Mt RAYMER CO. MATIONAL MESEMTATIVE 


lating to origin; next week's install- 
ment will complete this section of 
the dictionary and the succeeding 
installment will composi- 
tion. 

While the idea for a comprehen- 
sive collection of such material is 
not new, Mr. Hibschman’s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
lished, so far as is lists 


discuss 


known; it 


terms and phrases alphabetically, 
making them easy to locate for 
reference purposes; it discusses 


terms under ten specific types of 
relationship to products advertised; 
and in every case it gives the con- 
text of the words or phrases which 
have made the terms unacceptable 
to the FTC.| 
By HARRY HIBSCHMAN 
Vv 
Words, Terms, Expressions, 
Statements and Representations 
Relating to Origin 
It may be said in general that it 


4 
om 


x JUST ONE YEAR AGO 
te SHE HERALDED 


MMedern 


MOTOR AGE 


¥ 
- 
i That was when MOTOR AGE changed its editorial style, 
when it turned 100% to service, when it increased its cov- 
oe erage. Its net paid circulation is now nearly 49,000 and 
te its total print is more than 50,000. Watch it grow. 
> 
“a 


NOW 


Its Advertising Space Has Grown 60°% 


- or 


: Its Billing Has Increased 150% 
- Its Subscription Renewal Rate Has 
= Jumped to 72.08% 


¥ 


Today a leading sales promotion executive in the Middle 
West refers to MOTOR AGE as the “keystone” magazine 
in its field. 


He means that you can select MOTOR AGE first, and 
build the rest of your automotive advertising campaign 


around it—and you can. 


q MOTOR AGE 


A CHILTON Publication 
Chestnut & 56th Streets Philadelphia, Pa. 


| desist 


‘Dictionary of Verboten Terms’ 
Discusses Terms of Origin 


is not permissible to use any words 
or pictures in an advertisement or 
in connection with the marketing 
of a product that will have the 
effect of misleading the public as 
to the origin of the product. For 
example: an advertiser used a 
French name, represented itself as 
a sole importer, and gave a Paris 
address on its stationery and on 
the containers for its products. The 
Federal Trade Commission issued a 
and desist order, saying: 
“The use of the statements and rep- 
resentations made by the respon- 
dent... has had and now has the 
tendency and capacity to mislead 
and deceive a substantial portion of 
the purchasing public into the 
erroneous and mistaken belief that 
the said products are made or com- 
pounded in France and imported 
into the United States.” 

In another case the cease and 
order provided that the ad- 
vertiser refrain from the following 
practices: 

1. Representing through the use of 
the term “Paris” or ‘Paris, 
France,” or any other terms, 
words, symbols, or picturizations 
indicative of French or foreign 
origin of such products or in any 
manner that perfumes which are 
made and compounded in the 
United States are made or com- 
pounded’ in France or in any 
other foreign country; provided, 
that the country of origin of the 
various ingredients thereof may 
be stated when immediately 
accompanied by a statement that 
such product is made or com- 
pounded in the United States. 

2. Using the term “Coty, Parfumer 
de Luxe” or any other French 
or foreign words or terms as 
brands or trade names for per- 
fumes made in the United States 
without clearly and = conspicu- 
ously stating in immediate con- 
nection and conjunction there- 
with that such product is made 
or compounded in the United 
States. 

With these principles and rulings 
in mind, it will not be difficult for 
the user of this list to understand 
why the employment of the words 
and terms given below has been 
found objectionable and under 
what circumstances they and simi- 
lar words may not be used. 
Aberdeen name “Aberdeen 

Woolens” banned for cloth not 

manufactured in Scotland 

Scotch wool. 

Barre—for granite not from the 
Vermont granite district, banned. 

Battle Creek—may not be used in 
connection with food, cosmetic 
preparation, device or other prod- 
uct not manufactured in Battle 
Creek, Mich., unless it originates 
in a city of the same name in 
another state and the name of the 


cease 


state is given. 
Bavarian—banned: “Imported Ba- 
varian Old Time Barley Malt 


Extract” and “Bavarian Style Old 
Time Malt Extract,” for products 


manufactured in the United 
States 

Belfast—with the picture of a 
shamrock, not permitted on bot- 
tled goods produced in_ this 


country. 

Belgium—as applied to an Ameri- 
can-made used in the 
tailoring of garments. 

Belleek—banned as name for china- 
ware not imported from Ireland. 

Bernice—not allowed as name of 
coal not mined in the Bernice, 
Ark., district 

Bohemian name of malt 
syrup and of bed ticking made in 
the United States discontinued. 

Bond St.—as label for clothing 


canvas 


use as 


made in the United States and 
in expression, “Cosmetics Im- 
ported from Bond Street,” 
banned 


Bottled in the United States—dis- 
continued when so used “as to 
import or imply that the product 


in the bottle was imported in 
bulk into the United States and 
merely poured into the bottle 


» | 
nor of | 


from the bulk container.” 

British—banned: 

(a) use of British Coat of Arm 
with pictures of soldiers jin 
British uniforms, as label fo; 
and in advertisements of men’ 
wearing apparel. 

(b) use of expression, “Britis 
Doeskin, Made in U. S. A.” o; 
gloves made in this countr 
from skins that came from th 
Sudan, in Egypt. 

(c) name “British Walkers” fo, 
shoes of American manufac 
ture. 

California — in name “Californ 
Sport Hat” for hats made in Wis 
consin and in name “Californ) 
Vineyards” on containers of car 
bonated apple juice, banned. 

Canadian—use of word in “Roya 
Canadian Malt Syrup” and i: 
“Canadian Imperial Malt Syrup 
for products made in the United 
States, ordered discontinued. 

C'est Francais—use in connectior 
with a product made in thi: 
country not permissible. 

Chateau d’Yquem—not allowed fo: 
wine produced anywhere excep! 
in the proper district of Franc 
and named according to French 
regulations. 

Chinese—for rugs not 
China, prohibited. 

Chamois — _ banned: “Sunshine 
Chamois, Genuine Oil Tan, 
French Process,” and “First Qual- 
ity French Process Chamois 
Skins,” for chamois skin not 
tanned nor manufactured in 
France nor according to the 
French process. 

Copies—ordered discontinued: 
act Copies of Paris Handbags,” 
“Authentic Copies,” “Identical 
Copies,” and “Exact Copies,” used 
to describe domestic-made hand- 
bags, found by the FTC to be 
“copies in style and design only 

substantially cheaper and 
inferior in quality and value.” 

Dublin—as name of beverage pro- 
duced in this country, banned. 


made in 


“Ex- 


Dundee—may not be used as name 
for overcoating not of Scotch 
origin. 


Dutch—use as name of product not 
manufactured in Holland, as, for 
instance, silverware, not allowed. 

Egypt and Egyptian—cannot be ap- 
plied to cosmetics or other prod- 
ucts made in the United States. 

England and English—banned: 
(a) “Pride of England” as name 

of Worcestershire sauce manu- 
factured in this country. 

(b) “Designed by an_ English 
Bootmaker” with American- 
made boot. 

(c) “English Crown Female 
Pills,’ “Prepared by Crown 
Chemical Company, London, 

England,” on containers of pills 

made in this country. 

(d) “English Broadcloth” for 


00 


! 
| 
| 
| 
| 
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KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 
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Green 


Hall-Marked—may 


shirts of American manufac- 
ture. 

e) “English Tub 
American soap. 
(f) “English Ovals,” “*Marlboro,” 
“Philip Morris,” and “Players’ 
Navy Cut,” on tobacco products 
manufactured in the United 


Soap” for 


States by a Virginia corpora- 
tion. 

rentine—for soap not made in 
Italy, banned. 

ince and French—ordered dis- 


ynntinued: “Famous French For- 
ula,” and “Famous in France— 


Renaud’s Perfume,” with Ameri- 
in products. 
eva—in trade name of Ameri- 
n-made watches, discontinued 
stipulation. 
jlasgow — banned: “Glasgow 


Worsted” for American goods. 

id Rapids—may not be used as 
name of, or in connection with, 
furniture not made in that city. 
Key—use in name “Green 
Key Limes” for limes not grown 
on Florida Keys, ordered discon- 
tinued. 
not be used 
except on silver manufactured | 
in England and_ submitted to! 
Goldsmith’s Hall for approval as 
meeting its standards. 


Havana—There has been much liti- 


Highland Twist—banned, as 


Hindu—in 


gation over the use of this word 
name for or in connection 
with cigars. In one case the court 


as a 


aid “The word ‘Havana’ has 
come to mean that the cigar 
labeled with a phrase in which 


the word is used is made, at least 
in part, from tobacco grown in 
Cuba. This being true, it neces- 
sarily follows that the word can- 
not properly be used in describ- 
ing a cigar made entirely of 
domestic tobacco.” 

In another case the manufacturer 
was enjoined from “using the 
word ‘Havana’ or other word or 
words of similar import, alone or 
in conjunction with the word 
‘Ribbon’ .. . as descriptive of 


cigars, unless the cigars contain 
sufficient tobacco grown on the 


Island of Cuba to warrant the use 
of such trade mark, trade name, 
or description.” 

In a more recent case the FTC 
required a stipulation that the 
advertiser would not mention the | 
country of origin unless “the 
country of origin of each of the 
filler tobaccos used be set forth 
in the order of their respective 
predominance by weight and 
with equal emphasis.” 

name 
of cloth not made in Scotland. 
name of perfume of | 
American origin ordered discon- 
tinued. 


Hull House—banned, as name of an | 
| 


an American beverage. 


Imported—cannot be used with | 
product of domestic origin. 
Indian—use in name of medical 


Indian 


preparation has been banned in 
a number of cases when falsely | 
indicating the product was of, 
Indian origin or made according 
to an Indian formula or prescrip- 
tion 

River 


use as 


applied to 


Mempr * is fourth among all big cities in 
sate of population increase during the past 
New r as shown by the 1940 census. 

292,.942—80% increase past 20 years 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Scripps-Howard News papers 


citrus fruits not produced in the 
Indian River region of Florida 


ucts not from Jena, 
ordered discontinued. 


Germany, 


ordered discontinued in several Kerry—as name of neckties, espe- 
cases. cially with the word “Poplin,” 
Irish-—banned: not permissible. 
(a) alone or with “linen” as Key West—in name “Key West 
applied to handkerchiefs man- Perfectos” for cigar not manu- 
ufactured in this country and factured in Key West district 


not made of linen. ordered discontinued. 


(b) “Irish Picot” and “Irish La France—may not be used with 
Shamrock Edge” for lace. products not from France. 

(c) “Chinese Irish Lace.” Les Parfumes des Jardines de 

(d) “Shanghai Irish Lace.” Fioret—as indicating French ori- 
(e) “Swatow Irish Lace.” gin, ordered discontinued. 

Japan and Japanese—name and Limoges—may not be used as name 

pictures banned when used in of chinaware made elsewhere, as 

connection with stationery pro- it has been famous in that con- 


duced in this country; also, in nection for 150 years. 


name “Japanese Oil,” for Ameri- Lighthouse—as applied to rugs, this 
can product. word has acquired a_ secondary 
Jena—use in name of glass prod- meaning, namely, that the rugs 


were made by blind persons in 
charitable or semi - charitable 
institutions called “Lighthouses.” 
Hence, a private, profit 
may not use the 
connection. In a 


concern 
name in that 

recent case 
involving this question, the court 
said: “It is that, inas- 
much as it was not an eleemosy- 
nary institution, the employment 


obvious 


of blind people, the deceptive 
name ‘Lighthouse,’ and the use 
of the facsimile picture of the 
lighthouse of the institution for 
the blind, were intended to and 
did tend to promote its competi- 
tion with institutions for the 
blind by inducing in the minds 


of purchasers the belief that the 
product was made by the blind 


in an institution for the 
known as a ‘Lighthouse.’ ’ 
(To Be Continued) 


Two Name L & T 


Lord & Thomas has 


been 


blind 


ap- 


pointed by the fresh milk and ice 


cream 


Cc 
ge 
Co 


the 

of California, 
Albers 

Seattle, to 


division of 
ympany 
les, and 
ympany, 


3ros. 


advertising. 


Carnation 
Los 

Milling 
direct 


An- 


their 


MAILING SERVICE 


Multigraphing - 


Filling-in 


Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


1S. Dearborn St. 
CHICAGO 


Wabash 8655 


2 


> 


night. 14¢ cents each by day.* 


On the Columbia Pacific Network you 
cover all the West—big cities, towns 
and farms alike—in direct proportion 
to population. Your sales story enters 


every kind of home from mansion to 


Network. 


COLUMBIA 


LISTENING FAMILIES 


On the Columbia Pacific Network! 


And that’s the average cost, not the lowest!* 
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Columbia-Pacifie coverage is so complete, time costs so low, that adver- 


tisers cover the West’s cities and towns for pennies, too... 21¢ apiece at 


cottage. You support all your dealers, 


wherever they are, whomever they sell. 


Naturally more advertisers use more 


time on Columbia-Pacific than on any 


other network in the West. 


No matter how much...or how little... you have to spend, the best way 


to make every penny count in the West is to use the Columbia Pacific 


* Details on request, gladly! 


//ic/ NETWORK 


Palace Hotel, San Francisco 
Columbia Square, Los Angeles 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Represented by RADIO SALES with offices located in New York, Chicago, Detroit, St. Louis and Charlotte 
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Shortage of 
Coated Papers 
Looms, Says OPM 


Chlorine Bleach 


Needed for 
Newsprint Unaffected 


Washington, D. C., July 29. 
Nearly 200 representatives of news- 
paper, magazine, book publishing, 
printing and allied industries were 
told here today by Office of Pro- 
duction Management officials that 
there is no prospect of a shortage 
of newsprint but that all types of 
coated papers will soon be scarce. 

The meeting, called by OPM’s 
pulp and paper section to set up an 
industry committee to consult with 
government officials on all phases of 
problems arising from the defense 
effort, followed a smaller prelimi- 
nary meeting a week earlier. 


Final Selections Soon 


Chief purpose of today’s meeting 
was to nominate representatives for 
a 12-man printing and publishing 
divisional committee. This group, 
in turn, will be one of three under 
the industry-wide pulp and paper 
committee. The other two will be 


made up of men from the pulp and | 


| York: George B. Brett, Jr., Macmil- 


New York; and 
B. Lippincott & 


lan Company, 
George Stevens, J. 
Co., Philadelphia. 

Davis Is Chairman 


The nominating committee which 
brought in these names was headed 


|by Howard Davis of the New York 


Defense; 


paper producing and paper convert- | 


ing field. 


OPM’s present plan is to have the 


12-man printing and publishing di- 
visional committee consist of three 
men each from newspaper, maga- 
zine, book and printing fields. A 
nominating committee proposed 16 
names for these 12 posts. Final 
selections from this list, with pos- 
sible additions by OPM, will soon 
be made. 

Nominated to represent newspa- 
pers were Fleming Newbold, Wash- 
ing Star; JS Gray, News, Mon- 
roe, Mich.; and Peter Stromberg, 
Times, Ellicott City, Md. Magazine 
nominees chosen were Marvin 
Pierce, McCall Corporation; Fred 
Bohen, Meredith Publishing Com- 
pany; J. H. McGraw, Jr., McGraw- 
Hill Publishing Company; and A. L. 
Grammer, Street & Smith. 


Six Printers Named 


The 
raphers, 


printers, including 

electrotypers and 
fields, named six men for 
posts. Nominated were 
Voight, Western Printing & 
graphing Company, Racine, Wis.: 
Edward Mordeaunt, C. J. O’Brien 
Company, New York; Lee Worden, 
Cuneo Eastern Press, Philadelphia; 
Edward Lennox, American Color- 
type Company, Chicago: Donald 
Boyd, Standard Printing Company, 
Huntington, W. Va.; and Leslie 
Jackson, San Francisco. 

Book nominees were Harry Scher- 
man, Book-of-the-Month Club, New 


lithog- 
allied 
three 
Elmer 
Litho- 


Early Bird Specials 
on WEAF, New York 


Hoist your sales as the sun comes 
up! No time is too early to reach 
the world’s richest market, the salt 
water way—the way on WEAF. 

Beginning with *Pat 
“Morning in Manhattan,” 
7:30 AM, Monday through 


Barnes’ 
6:30 to 
Satur- 


day, you'll find an unusually strong | 
morning schedule that attracts and | 


holds large segments of the tremen- 
dous listening audience in and 
around New York. 


There’s Don xoddard's News, 
7:30 to 7:45. Then *Pat Barnes 
again with the “Band of the Day” 
until 8 o’clock, followed by the 
European News Roundup from 8:00 
to 8:15, *Gene and Glenn from 8:15 
to 8:30. And it’s all topped off by 
“*Studio X,” that wacky program 
featuring Budd Hulick and Ralph 
Dumke from 8:30 to 9:00. 


Periods available for sponsorship 
—those marked with asterisks—are 
priced right and geared right to get 
results. Call your nearest NBC 
Spot Sales office for details. 


Herald Tribune as chairman. Nine- 
teen others, representing all 
branches of the industry, also served 
on the committee. 

The printers asked for six repre- 
sentatives on the divisional com- 
mittee on grounds that their field is 
so diversified that to have a smaller 
number would mean some branches 


lof the industry would be without 


representation. Indications are that 
OPM will reject this plea and stick 
to its limit of three. 

James S. Adams, acting head of 


OPM’s pulp and paper section, pre- | 


sided at the meeting. He indicated 
that a permanent chief of this sec- 
tion has been selected and will be 
announced soon. The man _ will 


| 
come from outside the industry. | 
Mr. Adams, who is familiar with 
printing and publishing through ad- 
vertising experience, is executive 
vice - president of Colgate - Palm - 
olive-Peet Company in peactime. 


More Groups on Way 


Mr. Adams, who had told the pre- 
liminary meeting that OPM would 
limit its industry committees to a 
total of 30, revised this figure up- | 
ward to between 35 and 50. There | 
still will be no separate committee 
for printing and publishing, and the 
plan to include it as one of three 
divisional groups under the pulp 
and paper section will be carried 
out. He assured those present that 
OPM regards the publishing field | 
as an essential industry in view of 
its important effect on morale. 

In explaining the industry com- 
mittee set-up, Mr. Adams said that | 
the over-all pulp and paper industry | 


committee will consist of 12 men, 
four from each of the divisional 
committees on publishing, paper 


producing and paper converting. 
This top committee will be a policy 
group. One of its chief responsi- 
bilities, said Mr. Adams, will be to 
handle recommendations “in the 
manner best calculated to avoid 
anti-trust prosecutions.” 
laughingly, “I don’t guarantee to 
keep you out of jail.” 


: | 
As soon as OPM takes action on 
/ nominations, 


the first task of the 
printing and publishing divisional 
committee will be to name a sub- 
committee to handle the chlorine 


|problem. To preserve the chemical 
for defense use, the pulp and paper 
industry 


must cut its use as a 
bleaching material by 30 per cent. 
The industry has already effected 
2 voluntary 10 per cent reduction. 


End Fears of Conflict 


There is a shortage of virtually 
all chemicals and metals used in the 
industry, OPM spokesmen revealed. 
In view of the essential nature of 
the business, allocations of neces- 
sary materials will be made, not by 


He added, | 


OPM but by Leon Henderson’: 
Office of Price Administration an 
Civilian Supply. In view of thi 
disclosure as to cooperative effor: 
by OPM and OPACS, earlier fea 
|of possible conflict over jurisdictio; 
lin this field have been dispelled 
least in part. 

Merrill C. Meigs, Chicago Herald 
| American publisher now  servin; 
| OPM, told the meeting of publish 
|ing problems in England. Recent), 


|returned from a trip to London, h 


| said people there complain of an in 
| sufficient amount of news in pape: 
| reduced in size by the newsprin: 
shortage, and of their belief tha 
they get only the news the govern 
ment wants them to read. Mr. Meig 
expressed the hope that these mis 
takes can be avoided here. 

OPM officials pointed out that 
newspapers will be practically un 
| affected by the chlorine problem 
but that other types of paper ars 
due to turn gray for lack of 
bleach. 
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The Cost of 
eatherbedding” 
in a man—unless unemployable 
unemployed and on relief—be 


e« onomically or morally entitled, or 
or should he be made legally 
itled, to income for which (1) he 
not himself worked, and which 
has not been voluntarily pro- 
for him by somebody else 
ng a right to do so? 
conundrum is propounded 
by Railway Age for July 26, in an 
ec torial in which it cites numerous 


nis 


examples of the way in which rail- | 


“featherbed” working rules are 
rpreted and applied by the 
or unions and the Railroad Ad- 
ment Board to force the rail- 
ys to pay large amounts of 

money for “work” not done by any- 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


RALPH O. McGRAW 


|body. It cites a case in which a 
railway has been ordered by the 
adjustment board to pay claims 


amounting to approximately a mil- 
lion dollars as “back pay” to em- 
ployes who did absolutely no work 
for it, and asserts there are instances 
in which “the so-called ‘back pay’ 
for work not done awarded to indi- 
viduals has amounted to as much as 
$40,000.” Among the numerous 
examples it cites of the way in 
which the “featherbed” rules work 
is the following: 

A regularly assigned fireman 
made a round trip of 50 miles. On 
the first leg of the trip the train 
carried only passenger cars. 
turning point the crew was required 
to back its passenger cars to a point 
where the engine was turned and 


At the | 


given necessary attention by the 
}enginehouse forces. Returning, the 
train carried only freight cars back 
to its starting point. The adjust- 
ment board held that the fireman 
was entitled to three days’ pay for 
the one day he worked—(1) a day’s 
pay in passenger service for haul- 
ing the passenger cars from the 
initial terminal to the turning point; 
(2) aday’s pay as hostler for taking 
the engine to the enginehouse; and 
(3) a day’s pay in local freight 
service for taking the freight cars 


back to the starting point. And, 
furthermore, the board held that 
all other firemen who had _ per- 
formed similar service on that train 
over a preceding period of three 
years were entitled to ‘back pay’ 
on the same basis. 

“There never has been, there 


never can be, any rational or decent 
defense for rules used to extort mil- 
lions of dollars for people who don't 
do anything for the money; and the 
sooner they are eliminated the bet- 
ter it will be for the public, for the 
railways and for the iarge majority 


who 
the 


of railway employes 
benefited by them,” 
concludes, 


Facts About the 
Average American Father 


Census Bureau statisticians took 
time out from routine work to delve 


are not 
editorial 


into 1940 census returns and con- 
struct a picture of the average 
American father which is_ inter- 
preted in Domestic Commerce as 
follows: 

Some 35 million of the 132 mil- 


lion enumerated on April 1, 1940, 
are married, widowed or divorced 
males, and about 32 million of these 
are fathers. 


If you dip into census schedules | 


and choose a father at random, the 
chances are that he is about 44 
years old. The odds are about nine 
to one that he is a married man 
living with his wife and has from 
one to two children living with him 
at home. The rest of the fathers 
are mostly widowers, with a very 
small sprinkling of divorced males. 

In contrast with the father of 


DO YOUR NETWORK 
SHOPPING LARLY / 


Sunday to Saturday— Winter and 
Summer—Any Time is Good Time on 


NBC RED! 


Come heat, humidity 


is the time for all good advertising men to come 
to the aid of their Summer, Fall and Winter sales 
curves—with a liberal dose of advertising strat- 
egy a la NBC RED! Here's why: 


or plain high water... now 


The NBC RED All-County Census proves that, 


nightly, 41.7% more radio families “listen most" 
to NBC RED than to any other network. By day, 
36.9% more families “listen most” to NBC RED 
than to any other network. Listener loyalty like 


that helps a lot to push most amy campaign 


over the goal line! 


So-o...if you're lucky enough to be on NBC 


word to worry-free advertising is: 


tracts a quick once-over, then run along to your 
golfing, your swimming or your butterfly-netting. 
If you're not now on “the network most people 
listen to most,"" cheer up! It's no trick at all to 
enter the charmed circle. Just reach for your 
phone and relax in the breeze of your fan while 
we tell you about the tested sales-producing 
opportunities we have in stock. 


From all indications, NBC RED is well on its 
way to its 14th consecutive year of network 
leadership, with a grand parade of programs. Hop 
on the band-wagon today, and take it easy the 
rest of the summer. For, now as ever, the pass- 


"ANY TIME IS GOOD TIME ON NBC RED!" 


RED right now, you need only give your con- 


NATIONAL BROADCASTING 


COMPANY 


A Radio Corporation of America Service 


WETWORK 


most 


£ LISTEN TO 


earlier days, who was likely to be 
a farmer, the chances are about 
three to two that he will be found 
\living in a city of 2,500 population 
or over. The odds are about even 
ithat he will own his home 

He may not know where the 
|money for next month’s bills is 
lcoming from, but the chances are 
| about eight to one that he has a 
| job in private non-emergency work. 
|The odds that he is in the working 
ages and physically able to work 
are slightly better than about nine 
to one. Only about eight fathers 
lout of 100 picked at random would 
ibe out of work and looking for a 
| job, and only four out of 100 would 
be on government emergency work. 

If he makes a living working in 


an industrial establishment, his 
lyearly wage is something like 
$1,100 or $1,200 a_ year. The 
Census Bureau has not yet com- 


puted figures on the average salary 
of fathers in white-collar jobs or in 
the professions. 

The average father has to dig up 
about $1,200 a year for family pur- 
|chases in retail stores; he has to 
worry about where to get $480 for 
his annual tax bill. Of the 32 mil- 
lion fathers about 2,250,000 annu- 
ally get the thrill of a new baby 
in the home, about 25,000 of which 
are twin arrivals; 274 are triplets 
and about two are quadruplets. One 
father in the U. S. has 27 children. 


Staff Bread to 
Get Coast Promotion 


Continental Baking Company, 
Rochester, N. Y., is planning an 
extension of its merchandising of 


Staff bread to the Pacific Coast and 
New England markets. Also in- 
cluded in its plans is the changing 
of Continental's radio show, ‘“*Mar- 
riage Club,” to “Maudie’s Diary.” 


Continental had previously held 
that its distribution was not na- 
tional enough to make magazines 


practicable, and its essential selling 
story was too long for radio. By 
using 99 newspapers in the East, 
Midwest and Southwest, the com- 
| pany succeeded in pressing Staff to 
la higher sales point than Wheat 
| Brand, a longer-established prod- 
| uct Ted Bates, Inc., New York, 
is the agency. 


Donates Ad Fund 


The brewing industry of Alberta, 
Canada, has voted to donate its 
advertising appropriation to the 
| War Services Committee of the do- 
minion government at Ottawa. The 
industry advised the committee that 
|}the normal appropriation had been 
placed at the disposal of the gov- 
ernment and could be used for any 
publicity use desired, while no ad- 
vertising is to be done for the year 
|by the brewers. The only adver- 
tising requested by the donor is the 
footnote “donated by the Brewing 


Industry of Alberta.” J. J. Gib- 
bons, Ltd., Calgary, directs the 
account, 


'“Prairie Farmer” Plans 
Corn Husking Issue 


Prairie Farmer, Chicago, has put 
out an advance broadside for its cen- 
tennial year corn husking issue to be 
published Oct. 18, including the an- 
nouncement of Prairie Farmer’s na- 
tional corn husking contest to be 
held Nov. 3 in LaSalle county, Il. 


| (Advertisement) 


NBC Red High Man 
on Radio's Totem Pole 


Month after month, the Number 
One Spot on the totem pole of radio 
| popularity continues to go to NBC 
| Red, the network most people listen 
‘to most. 

In the first half of 1941, for in- 
stance, perusal of the CAB reports 
lreveals that the Red’s average 
night-time program lead was 15% 
while in the daytime Red pro- 
|grams were out in front by more 
jthan 10%. 
| Further, the latest reports from 
both major telephone polls show 
that eight out of the ten most pop- 
ular evening programs are on the 
Red. 

All of which is continuing evi- 
dence that in 194l1—as in every 
year since commercial braadcasting 
began—the leaders will be found on 
NBC Red. 


| 
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Appoints Admen to © | Na W< ¥ Sp | re B 
g gone >—e avy Or 2ilis Ig oom 


of Michigan has named the follow- 
ing advertising, radio, newspaper, 
graphic arts and motion picture 
men to an information committee 
which is to serve in an advisory 


capacity to the Michigan Defense 

Council: Harold Hastings, man- All Types of Goods Be- 
ager, Detroit Adcraft Club; C. D. e d 
Blessed, president of Walker & Co., ing Produced; Awar Ss 
Detroit outdoor advertising firm; 

W. ‘Ss. Gilmore, editor, Detroit Total $87 | ,000,000 

News; Schuyler Marshall, editor 


and publisher of the Clinton County 
Republican-News; Don McGowan, 
advertising manager, Consumers 
Power Company; E. C. Beatty, 
president of W. S._ Butterfield 
Theaters; George W. Trendle, presi- try since the early colonists began 
ic venaae't Ot tanae ary to manufacture salt by boiling it 
‘asting any; C. W. Lucas, gov- ate eae 

ernor’s press secretary; and €. C, | 0Ut of salt water. - 
Means, manager of the Typothetae- Mill wheels are turning rapidly 
Franklin Association, Detroit. and plants are working three shifts 


—_—_——— as an avalanche of national de- 

Issues New Bulletin fense orders pours in on the section. 
The Perfection Stove Company, 

Cleveland, has published a dealer 
help bulletin which includes many | the 
advertisements for its 
and offers free mat or stereotype 
forms for the dealer’s Own adver- 
tising. It also describes the com- 
pany’s national advertising, which 
will include a national radio show 
for the first time this year. 


Joins Agency ‘Network 
Witte & Burden, Detroit, has be- 

come a member of the National 

Advertising Agency Network. 


By MIKE KAPLAN 


Boston, July 31. The home of 
the bean and the cod is experienc- 
ing the greatest upswing in indus- 


dreds of companies are sharing in 
increased production. Every- 


tleships, 
cap insignias to submarine clothes, 
from uncolored aerological sound- 


and from _ pyrotechnics to ski 
goggles, is being turned out in 
plants in this vicinity. 

More than $871,284,964 in na- 
allocated for the state of Massa- 
chusetts and Boston, 


|within the Greater 
fication received approximately 
$744,728,000 of this amount. 


KODACHROME 


Reproduction 


CHROMART is a perfected art-copy 
colorprint from Kodachrome. It yields 
superior printing plates. It can be re- 
touched, pasted into artwork . . . and 


Exceedingly Rapid Changes 


With almost three-quarters of a 
billion dollars in defense contracts 
concentrated within the Metro- 
politan Boston shopping _ limits, 
is flat-copy instead of a film that | ©‘°' phase of industry has sud- 
pF nay ne with every illuminant. denly jumped from the doldrums 
e National advertisers have now been | 20d is skyrocketing toward record 
using our fine print service for 2 years. | highs. The huge expenditure of 
Prices start at $38.00. Investigate! | government funds in and around 


the capital city of Massachusetts 
PHOTOCHROME jhas resulted in a tidal wave of 
COLORPRINT LABORATORY 'work and money with thousands 


837 N. Fairfax, Hollywood 
“Overnight by Plane’’ 


lof jobs available and with increased 
wages in scores of industries. 
Business conditions are improv- 


2% 


IN 
WORCESTER 


MASSe 


As Worcester’s diversified in- 
dustries step up production on 
National Defense orders, re- 
tail sales follow the upward 
sweep of Worcester’s manu- 
facturing payrolls and em- 


ployment. 


For the first five months of 1941 as compared with the same period 
last year, Worcester’s industrial payrolls rose 52 per cent 
employment gained 30 per cent 


industrial 
and retail sales gained 17 per cent. 


Comparing May 1941 with May 1940 
“Industrial Payrolls Gained 101 % 
“Industrial Employment Gained 59%, 

“Retail Sales Gained 29 %, 


“Mass. Dept. of Labor & Industries Report 


Worcester Chamber of Commerce Index 


This increasingly prosperous market 
New England 


in the heart of industrial 
is covered by The Telegram-Gazette ALONE. Circu- 
lation: more than 128,000 average net paid daily. Population: City 
193,694. City and Retail Zone 440,770. 


th TELEGRAM -GAZETIE 


WORCESTER MASSACHUSETTS 


Georce F. Boorn, Publishth- — 
pavi sLock amd ASSOCIATES , NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


The boom is all-inclusive and hun- | 


stove line | thing from mosquito netting to bat- | 
from gold-plated aviation | 


ing balloons to kitchen equipment, | 
'with the 


tional defense contracts have been | 


and the cities | 
Boston classi- | 


for Boston and ‘hs Trade Area 


CROWDS THRONG BOSTON'S BUSIEST CORNER 


1 


Shopping crowds like this one, at Boston's Washington and Summer streets, are 
no novelty since national defense spending sent the city's retail sales indexes 
soaring. 


ing so rapidly that it is virtually 
impossible to give a true picture 
figures available. The 
need for skilled workers, greater 
than at any time in the history of 
the commonwealth, grows daily. 
The Massachusetts’ Institute of 
Technology reports that 95 per cent 
of its graduating class of 676 stu- 
dents has been assured of posi- 
tions. Smaller schools in the area 
report almost 100 per cent place- 
ment of students. Industries in no 
way connected with the national 
defense plan are also seeking work- 
ers because the national defense 
activity has taken many _ persons 
from other positions. 


Diversity of Contracts 


Typical of the large contracts 
let in this area recently, is the 
$1,048,438 contract allocated to the 
Charles A. Eaton Company of 
Brockton, for 312,500 pairs of serv- 
ice shoes with leather soles—the 
largest in this section for 
Other contracts in this 
from $150,000 to $421,000. 

The Atwood & Morrill Company, 
Salem, has been awarded $209,000 
for the expansion of shipbuilding 
facilities at Salem, including struc- 
tures, expansion of facilities, tools 
and equipment. This contract ap- 
parently presages an attempt to 
bring the famous shipping center 
back to the position it once held in 
world commerce. The Atwood & 
Morrill plant already is being en- 
larged and employment of at least 
another 200 men is expected. 

The United Carr Fastener Com- 
pany, Cambridge, has received a 
contract for $143,295, for mask fix- 
tures for use in chemical warfare. 


shoes. 
field run 


Navy Yard Humming 

Several plants in this area have 
received huge defense contracts, 
but national defense officials have 
refused to allow any mention of the 
type or size of contracts, or the 
number of men employed as a re- 
sult of them. It is generally under- 
stood that three plants in this 
Vicinity have received contracts 
totaling almost $10,000,000 and 
these contracts have resulted in the 
employment of approximately 11,- 
000 additional men. Because of the 
strict orders of Navy intelligence 
officers, some plants are unable to 
do more than admit that they are 
working on defense orders. 

The Navy contracts in this sec- 
tion have already reached a total 
of $746,010,673 with the end not 
yet in sight. These contracts have 
provided employment for about 18,- 
000 men heretofore listed as un- 
employed. The Fore River yards 
of Bethlehem Shipbuilding Com- 
pany are operating night and day 
The Charlestown Navy Yard is 
teeming with workers, approxi- 
mately 13,000 men being employed 
there now. Navy officials exercised 
their usual reticence concerning 
such matters, but it was admitted 
that employment had _ increased 
nearly 5,000 in the past year and 
it was pointed out that a few years 
ago, the total number of men work- 


ing at the 
3,000. 


navy yard was only 


Navy Awards Heavy 


The Navy allotments total almost 
six times as much as the Army con- 
tracts in this section. This is due, 
in the main, to the gigantic con- 
tracts let for the repair and con- 
struction of piers and docks along 
the Boston waterfront. Waterfront 
development east of Pier 10 in Bos- 
ton, for example, will cost an esti- 
mated $523,000 before it is com- 
pleted. Several hundred men are 
now employed on the project. In 
addition, there are hundreds of 
smaller contracts, like the one 
issued to the National Fireworks 


Company for $53,100 for the manu- | 
facture of miniature practice bomb | 


signals for the Navy. It is gener- 
ally believed that there will be 
little fireworks manufactured in 
this state during the next year as 
this firm is preparing for larger 
contracts and is devoting most of 
its time and facilities to national 
defense works. 

As yet, there have been no con- 
tracts allocated here for the Civil 
Aeronautics 
port expansion plan. 
however, that at least two con- 
tracts, bringing employment to an 
estimated 9,000 more persons, will 
be let before fall. 


It is expected 


Almost Everything Ordered 

Recent certificates of necessity 
for plant expansion issued in this 
area total $3,354,000 and this con- 
struction alone is expected to pro- 
vide employment for well over 20,- 
000 persons. These contracts are 
for plants manufacturing such a 
wide variety of products as con- 
denser papers, battery jars, drop 
forges, spring wire and parts for 
naval vessels. 

The Sparrow Chisholm Company 
of Boston, for example, has re- 
ceived a contract for $11,385 for 
table cotton damask. The Mutual 


Paper Company of Boston received | 


a contract for $3,555 worth of 
waterproof paper. The Handy Pad 
Supply Company of Worcester will 
furnish $6,400 worth of leg splints. 
Thousands and thousands of pairs 
of shoes have been ordered; $2,189 
was allotted to the Chandler Oil 
Cloth and Buckram Company of 
West Taunton, Mass., for shoe 
laces; the Dunleavy Company of 
Boston received a contract for $19,- 
760 to supply press-board file 
folders. 

The increased spending facilities 
in this section were clearly proven 
over the Fourth of July weekend, 
when the Boston and Maine Rail- 
road reported it carried a greater 
number of passengers than for any 
other Fourth of July weekend in 
the past 13 years. Receipts at the 
railroad’s North Station were 33 
per cent above last year. 


Auto Sales Soar 


Automobile sales have soared far 
above all previous marks and the 
registry of motor vehicles an- 
nounced that for the first time in 
the history of the commonwealth, 


Administration’s  air- | 


ee 


the registration plate 800,000 has 
been issued. Total registrations 
including trucks, buses and motor- 
cycles, already number more than 
100,000 over last year. 

The extent of national defense 
work in this area can be gauged 
from the fact that the per capi: 
expense of national defense p: 
jects in this area is $201.83. 

A direct result of the huge 
spread of defense contracts in this 
area is the tremendous amount 
building activity reported, both by 
industry and by private individua! 
Approximately $400,000 worth 
industrial construction has bes 
announced within the last fe 
weeks alone, and many plants ; 
undergoing reconstruction wh 
others are installing new and cost}, 
equipment. Many plants’. which 
have been idle for some time hay: 
resumed operations, while factoric 
which were working on a limited 
schedule are now operating « 
three shifts. 

One indication of the increased 
employment opportunities in this 
vicinity is the number of “help 
wanted” advertisements appearing 
in the daily papers. The Boston 
newspapers reported increases of 


<a 


| between 40 and 50 per cent in this 


classification. 
Many Just Getting Started 


The amusement industry also re- 
ported tremendous gains over last 
year with one vaudeville theate) 
taking in $480,000 for 222 days. Six 
theaters presenting legitimate stag: 
attractions reported the past sea- 
son was one of the best ever re- 
corded with well over $1,300,000 
pouring into the cash drawers 
Similar gains in income have beer 
reported in other industries which 
generally are the last to feel the 
effects of any upswing. 

Boston industry is in a peculia: 
| position with regard to the national 
defense contracts which have been 
j}allocated. The Chamber of Com- 
merce reports that the large con- 


| tracts, such as those held by Beth- 
lehem and General Electric, have 
been “in the works” for some 


time, but other contracts, scattered 
among scores of small concerns 
|manufacturing such varied items 


las shoes, linens, nuts and bolts, 
have just begun to make _ them- 
|selves felt and their greatest im- 
pact is still to come. 


Retail Sales Soaring 


Hundreds of small business men 
are feeling the upswing in a dozen 
different ways, with buying of all 
merchandise skyrocketing and with 
many bills of long standing being 
cleaned up. The number of busi- 
nesses offered for sale has de- 
creased noticeably since the first 
contract was allocated near Boston 
Dozens of new businesses have 
sprung up throughout the sectior 
and office buildings, where a high 
percentage of vacancies has existed 
since 1929, are again filling up 
rapidly. 

A tremendous upward trend in 
department store sales has _ been 
recorded during the past year. The 
department store sales index 
jumped from 65.5 in April, 1940 t 


WE'RE ON OUR WAY 


70 1942 


Changes are occuring 
Boston radio.....more are 
coming in the year ahead. 
Be sure you get TODAY'S 
facts before you buy Boston 
radio time. Find out how 
much MORE WCOP is co- 
ing for advertisers ..... at 


LESS COST! 


cor 


BOSTON’S 
STAR RADIO SALESMAN 
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LEARN WELDING IN NEW BOSTON SCHOOL 


— wR 


Students in The Hub are learning welding in one of the many new national de- 

fense work instruction schools established since the defense boom started. Schools 

of this type report almost 100 per cent placement of graduates as a result of the 
growing demand for skilled workers. 


79.0 in April, 1941, a net gain of 
20.6 per cent, and this increase re- 
flects the trend of stores throughout 
the city. 

The only Boston business that 
has slumped during the past year 
is the export business. The usually 
thriving port of Boston has lost 
approximately one-third of its busi- 
ness during the last year, due 
mainly to the war conditions which 
have made shipping virtually im- 
possible. With the great European 
markets practically closed, exports 
from Boston have slumped from 
$2,515,316 in April, 1940 to $1,671,- 
146 in April, 1941. 


Imports on Upgrade 


Imports skyrocketed, however, 
as Boston merchants, utilizing 
every boat making the trip over, 


brought in $23,792,025 worth of for- 
eign goods in April, 1941, compared 


with $13,885,393 for the same 
month last year. This is an in- 
crease of approximately 71 percent 
and shipping circles believe the 
figure will go even higher before 
the end of summer. Imports are 
expected to start slackening off 


after that time. Total imports for 
the first three months of 1941 were 
$66,898,149, compared with $45,- 
711,199 for the first three months 
of 1940. 

Building construction is almost 
double last year’s figures with new 
permits being granted daily In- 
cluded among the newer enlarge- 
ment plans are several for addi- 
tions and renovations to old plants. 
Warren Telechron Company, Ash- 
land, is building a new one-story 
addition at an estimated cost of 
$50,000. Lapointe Machine Tool 
Company is erecting a new one- 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


story addition to its Hudson plant 
at a cost of $65,000. Revere Cop- 
per and Brass is spending an esti- 
mated $150,000 for additions and 
new equipment at its New Bedford 
plant. General Electric is remodel- 
ing the Taunton plant, idle since 
1929, for the production of plastic 
molded parts. An expansion of the 
Rice, Barton and Fales foundry in 
Worcester, costing an estimated 
$50,000, is planned. The J. Stevens 
Arms Company, a division of the 
Savage Arms Corporation, plans to 
spend $60,000 on extensions and 
improvements to the former West- 
inghouse plant in Chicopee Falls 
which it acquired recently. Bristol 
Mfg. Company of Rhode Island has 
completed negotiations with the 
New Bedford city council to pur- 
chase a one-story mill in that city 
Remodeling and equipment will 
cost an estimated $50,000. 
new firms employing approximately 
1,000 have begun 
tions during the last few weeks in 
New Bedford. 


Building Doubles Last Year 


persons 


Building construction permits in 


Seven | 


opera- | 


Boston skyrocketed with a total of | 


$6,564,377 in permits being granted 
during April, 1941, as 
With $3,319,585 for 
last yea 
97.7 peor 


compared 
the same month 

This is a net increase of 
cent. Building permits in 
this area increased 84 cent for 
the first four months of the year, 
With 1941 totals of $18,152,497 as 
compared with $9,861,334 for the 
same period last year. 


pel 


Postal receipts have shown a 
steady upswing and recorded an- 
other eight per cent increase during 
April. Receipts for the first four 
months were over $200,000 ahead 
of last year. 

The New England Council re- 


ported business activity hit a new 


all time high in April when the 
business index reached 123.6. The 
previous high, 119.6, was recorded 


in the index of July, 1929. General 
business activity has seen a 35 per 
cent increase within the past year, 
according to the figures. 


YOU CAN’T LOSE 


—in that important emergency 


1 J 


THE FAITHORN 


“RUSH” —a familiar term. How often have you 
+ written it on an order to your Typographer, 
PRINTING. Engraver and Printer—then sat back and won- 
dered if all three would make good! For, if 
only one falls down your schedule is shattered. 
Faithorn Compositors, Engravers and Pressmen 
—all under ONE roof — strive mightily, each 
craft to match the other two in swift and 
sure co-operation to meet your “deadline” 
Faithorn brings certainty instead of doubt. 


CORPORATION 


Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7820 
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The manufacturing employment 
index for Boston ana _ vicinity 
jumper from 10.1 in April, 1940, to 
89.4 in April of this year, a gain 
of approximately 27 per cent. The 
payroll index increased at an even 
greater rate, from 65.3 to 97.2, a 
gain of almost 50 per cent. The 
employment index for the first four 
months of 1940 was 71.8 while the 
1941 figure was 85.5. The payroll 
index rose from 67.3 in 1940 to 91.8 
in 1941, a gain of 36.4 per cent 

Bank clearings were up one-fifth 
over the total for April, 1940. Com- 
plete figures show April, 1940, clear- 
ings were $961,000,000 while the 
1941 figures were $1,161,000,000, a 
gain of 20.8 per cent. The April 
gain was greater than that of any 
other month during the first fow 
month period and the net gain for 
the first four months of 1941 
1940 was 10.8 per cent. 


over 


To Needham & Grohmann 


White Hart Inn, Salisbury, Conn., 


has appointed Needham & Groh- 
mann, New York, as advertising 
agency. 


“American Cookery” Sold 


American Cookery, Dublin, N. H., 
has been sold to Yankee, Inc. The 


Signs FTC Stipulation 
Bristol - Myers Company, New 
York, has accepted an amended 
and substitute stipulation with the 
Federal Trade Commission by which 
the advertiser agrees to stop using, 
or modify, many of the claims made 


for Minit-Rub cream. Under the 
stipulation, Bristol - Myers must 
state that the product affords re- 


lief from chest colds only insofar as 
it relieves symptoms associated 
With or resulting from chest colds; 
must cease claiming that it pene- 
trates beyond superficial muscles 
or that it overcomes insomnia ex- 
cept where the condition results 
from excited nerves. 


A&P Works with Growers 


Additional funds 


have been ap- 
propriated by Great Atlantic & 
Pacific Tea Company, New York, 


to help in merchandising and ad- 


vertising a bumper peach crop in 
Illinois Fifteen thousand dollars 
will be spent to promote the sale 


of a crop of about 2,180,000 bushels. 


Merges 2 Magazines 


Spencer Brodney, editor and 
publisher of Events, has purchased 
Current History and Forum and 
will merge the two magazines in a 
monthly publication, Current His- 
tory. Current History and Forum 


Todes Heads Division 


Schenley Distillers Corporation, 


New York, has established a new 
division to handle bottled-in-bond 
whiskies, and named Gabriel H. 


Todes to head the new department. 
Mr. Todes had previously been in 
charge of coordinating advertising 
and sales. 


Uses Outdoor FM Panels 


W65H, pioneer FM_ station’ in 
Hartford, Conn., has started adver- 
tising on outdoor posters erected on 
the state’s most-traveled highways. 
Frequency modulation is billed as 
“Radio’s Greatest Thrill.” 


“Student Supplier” Bows 


Meridian Publishing Company, 


New York, will launch Student 
Supplier, a new monthly magazine 


for buyers of college book and sup- 
ply stores, on Aug. 20. 


PHOTOS 2:!25¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, 
direct mail Send photograph or negative 
We do the rest. Quotations supplied for any 
Same low prices 
Photographic posteards {',¢ in lots ef 1,000 
_—_ eo 


IMPORTANT ANNOUNCEMENT! 
Enlargements Now at Strikingly Low Prices: 


30”x 40” — $1.75 ea. 40” x 60” — $3.50 ea. 


size 


magazine will be issued as a sepa- was the result of the merger of (aia oo thpunalh 
rate publication, with Imogene Current History with Forum and | eemmercial Photo, 616 W. 45th St., M.Y.C. 
Wolcott as editor. Century in 1940. Serving Accounts in More Than 30 States 
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N ANY GIRL’S LIFE a bid from the U.S. Navy is something! But for 


Mildred W. Carlson, director of the WBZ-WBZA Home Forum, there was reserved the 


uncommon privilege of visiting one of Uncle Sam’s fighting ships... for breakfast! 


Aboard, Miss Carlson straightway was escorted to the galley. There she took a hand in the 


preparation of 1000 cups of coffee, 8000 flapjacks and 3000 savory sausages. The gobs 


insisted. It was a command performance! @ Scores of spot adver- 
tisers also are insisting that Mildred Carlson take a hand in helping 
them. Getting branded foods and other home products on New 


England shopping lists, through her daily broadcasts, is an assignment 


she’s been successfully fulfilling for the past 1] years. 


WESTINGHOUSE RADIO STATIONS Inc + KDKA KYW WBZ WBZA 
WOWO WGL WBOS + REPRESENTED NATIONALLY BY NBC SPOT SALES 
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. . each prospect who is sold and when | 
Oil-0-Matic Uses four have been sold the one who 
lsubmits the names gets an addi- | 
tional five dollar bonus. The plan | 


genthau, Jr., Secretary of 
Treasury. 
Cooperative defense 
pons are offered to 
owners on which are 


Defense Stamps 
as Sales Lure 


has the endorsement of Henry Mor- 
the 


stamp cou- | 
Oil-O-Matic | 
written the 


. . names of prospects and the names 

Owners Being Enlisted of aan The dealer files the 
in Drive to Push Oj| coupons, notifying the owner if he 
has submitted any names already 

Burner Sales on file. The coupons are given the 


cooperating owner in the form of 


Bloomington, Ill, July 30.—Wil- 


a 
| 
certificate on which are printed the | 


th 


| 


| 
| 


SO | 


liams Oil-O-Matic Heating Cor- | terms of the offer. 

poration, pointing to its current : ; 

“Save and Serve” merchandising Campaign Rushed 
campaign for its line of heating Besides serving Uncle Sam wi 
equipment, is claiming several rec- the defense stamp angle much al 
ords, one of which is that it “is the j., being made in copy of the oil- 


first manufacturer so far to offer so 


saving Oil-O- Matic features t 
complete and extensive a program 


gether with the point that the mo 


to its dealers in cooperation with ayjation gasoline there is produced | 
the national conservation program.” |the more fuel oil there is for oil | 
Perhaps the foremost feature of purners. 

the drive is the offer of a five This campaign, which includes 
dollar defense stamp to Oil-O- dealer promotion material, con- 
Matic owners who submit to deal- | gymer advertising and trade paper 
ers the names of prospects who advertising, is now being released 
later purchase Oil-O-Matic oil | jp conjunction with a_ series of 
burners. One stamp is given for qealer meetings in such markets as 
Charlotte, N. C.; Philadelphia, New 
Ld York, Boston, Indianapolis, Chi- 
’Tain’t Matches cago, Des Moines, Minneapolis, 
Seattle and Portland. Something 
it’s Gum. of a record was set by the agency, 
Kane Advertising, Bloomington, by 
producing the entire campaign in | 
exactly 15 days so that it could be | 
presented at the first dealer meet- | 

ing in Charlotte July 15. 
Among the large quantity of 
dealer helps which are being pro- 


vided are newspaper advertise- 
ments, radio spot announcements, | 
newspaper tabloids, a_ series of | 
direct mail folders, consumer hand- 
out booklets, envelope stuffers, let- 
terhead stickers, specification sheets, 
: igh stock window trim. pieces, wall 
4 sticks of tin the cleverest ad | hangers, display pieces, a consumer 
medium in years. ‘booklet to be offered through cou- | 
ae oe women and pons in newspapers and tabloids. 
heer novelty rivets attention to 
. aa Puts Out Air lesue 
Write, phone or wire for low The September issue of Flying | 
prices. bmg Popular Aviation will deal with 
It he U. S. Army Air Corps in a| 
AMERICAN DISTRIBUTORS, INC. 284-page analysis of America’s | 
position in the air. The issue will | 


1750 Adams Street 


Toledo, Ohio cles by Air Force officers. 


0- 
re 


feature color photography and arti- 


The Expeers ond the Evening Newp 
Scene « Gveal, Expanding Matkel 


Daily Express Sunday Express Evening News 
First 6 mos. of First 6 mos. of 


First 6 mos 
1941 over is és 1941 over 1940 its 1941 over 1940 


8,161,615 
591,150 


AN ANTONIO, South and West Texas form a vast, 
study by all advertisers. 


lines of paid advertising 
first 6 mos. of 1941 


lines more than for first 6 mos. of 
1940—a gain of 7.9% 


rich market worth intensified 


More than 100 million dollars is being spent in this city and its trade territory 


for the national defense and the Regular Army and Selective Service payrolls. 


More than 1'4 million people make up The Express and The Evening News 


morket. 


The service rendered by these two newspapers is of high value to advertisers be- 
couse of the friendly interest and confidence in them which are felt by the whole 


family in every home thot they enter. 


Express ond Evening News home readers are known to food, clothing, motor car, 


furniture, electric appliance and ether products’ makers, distributors and reteilers. 


The Express and The Evening News now have the greatest circulation in their 


history, with over 90 per cent concentrated in the homes of Son Antonio and 


Co Pine ei 
“Gilg Mote Business 


San Antonio Express 
SAN ANTONIO EVENING NEWS 


Jexas’ Foremost Newspapers 


its 


| 


Getting Personal 


Mrs. Edward Lasker, wife of L&T’s Ist v.p. and general manager, 
rode her horse, Skylarke, to victory at the Monmouth County Horse 
Show when he placed first in class for lightweight working hunters. . . 

A five-acre estate in Westchester is the newest acquisition of 
Norman D. Waters, president of Norman D. Waters & Associates. 
If it gets too crowded in the 1l-room colonial-type residence, he can 
betake himself to the boathouse, summer house or garage. . . Wilson 
Main, K&R statistical expert, is devoting his attention to a new popu- 
lation factor these days. It’s a girl—the second vital statistic for the 
Mains. The first was a boy... 

One of the new names on the roster at 530 Park avenue is Herbert 
W. Beyea, Eastern manager of Rodney Boone Organization. . . Norma 
Gibb, space buyer for J-W-T’s Toronto office, now proudly bears the 
title of lance-corporal in the St. John’s Ambulance Brigade. . . 


Margaret Hoffman, secretary to Lester Loh, art director at J. M. 
Mathes, is seriously considering getting married in September. Her 
fiance is an insurance man. . . Another prospective bride is Mary 
Tipper, daughter of the late Harry Tipper, former v.p. and g.m. of 
the export division of General Motors and a president of the ANA... 

Albert W. Johnson, owner of the Times, Greenwich, Conn., has been 
appointed to the Connecticut State Defense Council. . . 

Joseph A. Sill, of Brisacher, 
Davis and Staff, Los Angeles, 
has been called to active duty 
as a first lieutenant in the field 
artillery. Hal Hudson, CBS 
Pacific network commercial pro- 
gram megr., has sold his fourth 
film play to Paramount. Ed 
Lethen, Western ad mgr. of Mac- 
fadden Women’s Group, has 
just completed the second leg of 


SKYSCRAPER 


ee er  Y 


a cruise up the east coast of 
Lake Michigan in his cruiser, 
the Helenel. 


A. Michael Goergen, a.m., 
State Milling Co., Winona, Minn., 
was wed July 19 in Madison, 
Wis., to Miss Kathryn C. Scher- 
necker, while Raymond L. Kul- 
zick, pres., R. L. Kulzick, Inc., 
Madison ad agency, said _ his 
vows the same day in the same 
city with Miss Maxine C. Hagen. 
.. Charles O’Conor Sloane, Jr., 
of H. M. Kiesewetter Advertis- 
ing Agency, New York, was 
married in Orange, N. J., July 
19 to Miss Audrey Burr, a Junior 


Bay 


Roy Pollock, Fawcett Women's Group 


promotion manager, points to what one 
issue of the Group—2,500,000 copies— 


Leaguer. would look like if they could be stacke/ 
Mark F. Ethridge, v.p. and alongside the Empire State Bldg.—27 

gen’l mgr., Louisville Courier- times higher than the world’s tallest 

Journal and Station WHAS, has building. 

received another assignment 


from his friend in the White House. He has been named chairman 


of President Roosevelt's Committee on Fair Employment Practice, 
with the task of seeing to it that negroes are not discriminated 
against. . . 


Edna Emme, pres., St. Louis Women’s Ad Club; regional director, 
Fashion Group, Inc.; g.m. Godefroy Mfg., and natl. pres., Natl. Assn. 
of Hairdressers and Cosmetologists, will try to forget board meetings 
and all that while vacationing in New York and Wisconsin. . . George 
Dearing II, artist for Campbell-Ewald Company, Detroit, and Miss 
Mary Dickey, formerly of Terre Haute, Ind., were married at 
Detroit July 12...Clyde Bedell, Chicago adman, who was a 
member of the Dallas Advertising League when he lived in the Texas 
city a score of years ago, recently was awarded an honorary life 
membership in the league by Will S. Henson, former president. . . 

H. M. Dancer, pres., Blackett-Sample-Hummert, 
on the West Coast following his marriage July 25 
Nev., to Abby McDonald of Dubuque, Ia. . . 

Franklin B. Ryan, R & R president, tells AA he is not building a 


is honeymooning 
at Lake Tahoe, 


home in Flushing, as reported here last week. . . 
Bill Bailey, newsroom megr., 
WLW and WSAI, Cincinnati, 
AT WORK has been given a leave of ab- 
sence to become civilian assist- 


ant to E. M. Kirby, former NAB 
public relations director, now 
chief of the radio branch of pub- 
lic relations in the War Dept. 
William Dowdell, former city ed., 


Cincinnati Post, has succeeded 

Bailey. . . 
David B. Plum, publisher, the 
Record Newspapers, Troy, N. Y., 
ast has been reappointed by Gov. 
, . sehmi as i *mber > 
George A. Poole, Jr., vice-president, a - f - a or - 2 = = 
Poole Bros., Chicago printer, tries out oho - ee OSS any oe 
a new Oliver tractor on his suburban Mansion, Albany, one of New 
estate before the camera of William S$. York state’s historical shrines. 


Stimson, advertising manager, Oliver Robert Paul Neitzel, ad direc- 


Farm Equipment Company. tor, Marvin-Neitzel Corp., Troy, 
took Janet Ione Sharp as his 


bride whereupon they hied them- 
selves away for a Canadian honeymoon. . . 

Barry Bingham, youthful publisher of the Louisville Courier- 
Journal, is renewing acquaintances in Washington. After two months 
of active duty at the Great Lakes Naval Training Station he has been 
transferred to headuarters. He’s on the Navy’s public relations staff. . . 
Alfred Hine, Jr., asst. account exec., Ketchum, MacLeod & Grove, 
Pittsburgh ad agency, won't have to worry about snappy copy or 
deadlines for a year. He was inducted into the army July 18... 

Burridge D. Butler, owner of WLS, Chicago, and Glenn Snyder, 
mgr., are mixing business with pleasure on a trip to Arizona. After 
visiting WLS’ sister station, KOY, Phoenix, they plan a camping trip 
along the north rim of the Grand Canyon. . . Kolin Hager, mgr., 
WGY, Schenectady, achieved that dream of golfers, a hole in one, on 
the first day of his vacation, after telling colleagues he planned to 


concentrate on improving his links game. . . 


——_ 


Chicagoans Lay 


| 


| 
| 


| 


Plans to Unity 
City Publicity 


Chicago, July 30.—That uni: eg 
advertising technique which, wu) ‘«,; 
the direction of G. Ray Scha 

|of Marshall Field & Co., paid sch 
handsome dividends in prom: 1g 
| Chicago during the World’s ir 
years of 1933-34, may be rey). eg 
if current plans of a group of (4). 
cago business men are succes 
First steps in this direction y 
taken Monday when about a } 
dred executives met to consider 4. 
program. 

Only a modest program is ¢ 4. 
templated at the present ti 
something which will call for a4 
promotion budget of $50,000 
$75,000 to prove the benefits > 
acting together in the business 4; 
selling Chicago. During the Wo: 
Fair years the advertising bud et 
was $185,000 and the theme \ 4s 
“Keep Chicago Ahead!” The F jr 


/not only blazed a new path by p: »- 


| varying from 


| considered will 


ing for itself but it and its att \- 
dant publicity brought busi: 
increases to State street st 
30 to 70 per ce { 
were years when e 
was at its most d: 


And_ those 
depression 
stage. 

As things stand now the sponsv r- 
ing group plans to nare offic: 
and a board of directors next wee 
Plans for the campaign now bei) g 

then be brought 
before Mayor Edward J. Kelly a: d 
the Association of Commerc: 
Among those backing the proposal! 


are Edward T. Lawless, Paln 
House; Harry Dooley, Gray Line 
Tours; William F. Krahl, Krah! 


Construction Company; Percy W 

son, Merchandise Mart; W. \ 
Dewey, Edgewater Beach Hote!: 
Frank Bering, Hotel Sherman; Paul 
Moore, former head of the John R 
/Thompson chain of restaurants aid 
ja vice-president of the Association 
/of Commerce; and Mr. Schaeffer 


Promotes J. A. Linen 

‘James A. Linen, who joined Time 
|}in 1934, has been named advertising 
|}manager of Life. Since 1938 M: 
| Linen has been assistant to Howard 
| Black, vice-president and director 
of advertising of Time, Inc. 


Views $50,000 Ad Tax 


The Michigan Apple Commission 
has estimated that collections from 
the 1941 apple advertising tax will 
total between $40,000 and $50,000 
| Sale of the tax stamps was handled 
|through banks, county agricultural 
agents, growers’ cooperatives and a 
few merchants. 


To “American Home” 
| Roy W. Wright, formerly 
manager of the drug division of 
| Vitamins Plus, New York, has 
{joined the advertising staff of 
| American Home, New York. 

| 


sales 


Joins Ad Association 

Leslie Brooks & Associates, Tulsa, 
has been elected to membership 10 
the Southwestern Association of 
Advertising Agencies. 


SPOT BROADCASTING 


permits spot budgeting 


/ 
More money |” 
the HOT SPO! 

‘ 
‘ 
‘ 
, 
Nothing wasted o” 
the DEAD SPOTS 
’ 
‘ 

’ 

‘ 

Special attention Yor 


PROBLEM SPOTS 


fun LA 


Lam, & COMPANY 
sua) NATIONAL S1A'!ON 
REPRESENTA’ ves 


ee 


to fit each market's volume! | 
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General Mills 


‘with $514,301 


for the first six 


months in 1940. 


_Nash-Kelvinator 


Earns $5,251,133; 
Credits Advertising 


Trade Names Well and 
Favorably Known, Says 
Annual Report 


Minneapolis, July 30.—‘Years of 
consistent advertising and aggres- 
sive merchandising have firmly 
planted the trademarks and trade 
names of General Mills’ products 
in the public mind,” Donald D. 
Davis, president of General Mills, 
Inc., tells stockholders in his cur- 
rent annual report advising them 
that the consolidated net income 
for the year ended May 31 was 
$5,251,733, compared with $5,639,- 
974 for the previous year. 

“The past year has_ indicated 
tangible progress in all advertising 
and promotional activities,” reports 
Mr. Davis. One manifestation to 
which he gives particular attention 
is in the field of grocery products 
which, he points out, have been 
aggressively merchandised and ad- 
vertised. 

Among some of the company’s bet- 
ter known products are Wheaties, 
Softasilk cake flour, Bisquick, Kix, 
Washburn’s Gold Medal flour and 
Crosby’s Best flour. 


Kimberly-Clark Corp. 

Net income for 12 months ending 
June 30 was $2,311,939, compared 
with $2,889,315 for the previous 
year. 


Brunswick-Balke-Collender 

Earnings for six months ending 
June 30 were $490,682, compared 
with $538,714 for the first six 
months of 1940. 


Congoleum-Nairn 

Net profit for six months ending 
June 30 was $1,171,324, compared 
with $760,581 for the like period 
last year. 


Du Pont de Nemours & Co. 

Net income for the six months 
ending June 30 was $43,761,797, | 
compared with $46,853,695 for the | 
comparable period in 1940. 


Cluett, Peabody 

Earnings for six months ending 
June 30 were $1,549,311, compared 
with $1,236,685 for the first six | 
months last year. 
Hamilton Watch 

Net profit for six months ending 
June 30 was $238,735, compared 
with $205,070 for the six months 
ending June 30, 1940. 


Intemational Business Machines 

Net income for the six months 
ending June 30 was $4,728,336, 
ompared with $4,293,482 for the 
ke period last year. 


Lambert Co. 


Earnings for 
June 30 


six months ending 
were $654,550, 


ue 


COMBINATION” 


compared | 


Net profit for nine months end- 
ing June 30 were $3,734,246, com- 
pared with $1,307,878 for the like 
period ending a year previous. 


National Cash Register 

Net income for 12 months ending 
June 30 was $2,276,587, compared 
with $1,716,548 for the year pre- 
ceding. 


National Distillers 
Earnings for six months ending 
June 30 were $2,070,963, compared 


with $2,431,219 for the like period 
in 1940. 


Crosley Corp. 

Net profit for the first six months 
of 1941 was $1,098,635, based on 
total net sales of $12,868,957, com- 
pared with earnings of $96,661 for 
the first six months of 1940. 


Monsanto Chemical 


Net income for the second quar- | 


| year. 


ter of 1941 was $1,945,977, based on | 


a sales volume of $16,075,620, 54 per 31 was $415,854, 
for the corresponding quarter a 


year ago. 
Bulova Watch 

Net earnings for the year ending with 
March 31 were $2,363,236, compared | year. 
with $2,015,171 for the 
year. 


Earnings for 


$153,503 for 


Champion Paper & Fibre 
Net income for the year ending 
April 27 was $2,379,660, compared 


| Owens-Illinois Glass 
with $1,731,937 for the preceding | 


Net income for the 


Cream of Wheat | ceding year. 


Net profit for 12 months ending | 


June 30 was $1,117,245, compared Gets State Account 

The New Jersey Council has ap- 
|pointed Broomfield - Podmore 
Trenton, 
|handle the state ‘agricultural adver- 


with 
year. 


Caterpillar Tractor 


$1,052,122 for the preceding | 


vertising Agency, 


compared 
cent greater than the sales volume | $218,227 for the year previous. 
Booth Fisheries Corp. 


the year 
April 26 were $640,777, compared | 
the preceding | 


preceding | wesson Oil & Snowdrift 


Net profit for nine months end- 
ing May 31 was $1,729,122. 


}ending June 30 was $7,640,538, com- 
/pared with $8,589,202 for the pre- 


with | Lenox Leaves “News” 


James L. Lenox, formerly East- 
|ern advertising manager of the 
Chicago Daily News, has joined the 
|New York office of Small, Brewer 
and Kent, newspaper representa- 
tive. 


ending 


Ford Promotes Two 


Charles E. Sorenson and A. M. 
Wibel have been elected vice-presi- 
dents and directors of Ford Motor 
Company, Detroit. 


WANTED 


Sales Promotion Manager 


An excellent opportunity with a 
selling and advertising nationally, 


12 months 


x AAA-1 company, 
-* awaits the man 
C 


who had experience in developing a national 


i dealer or distribution organization 
Earnings for 12 months ending | tising account. who has developed sales through advertising and 
. . 9 » merchandising in speelfie markets 
June 30 were $8,628,142, compared | : sais 
E ~-whe can execute approved merchandising plans 
| with $7,199,024 for the year pre- 'Adds Lieffers whose experience has been in a low-unit, repeat 
| vious. | Oscar Lieffers, formerly with | industry 
| Lane Bryant | Robert F. Dennis, Inc., Los Angeles, or a. gens of media, markets and sales 
ihas joine ssociate vertisi rae Se arene 
Net ofit for the vex ding May | A ie i _ A _— ~ Advert Ing This job is not a “‘push-over’’ and only hard work- a iNeed 
et pron year ending ay | Agency, Los Angeles. ers need apply. Box 3423, Advertising Age, Chicago E Ak 


wow 


5000 Watts 
Day and Night 


590 


Kilocycles 


Vol. 1 — No. 7 


Your DEALERS Urce You To Buy WOW! 


Harry Kulakofsky, 
Market food Store, 
are WOW 


booste rs. 


president of Omaha's great Central 
is typical of Omaha 


WOWS-A-GRAM 


a> camenle —_— 


OMAHA - GREAT PLAINS MARKET BULLETIN 


New Survey Proves WOW 


le YOU have any doubt that WOW does the 
most effective advertising job in the Omaha- 
Great Plains Market —ask your dealers what 
they think. We did, through the Fact Finders 
Institute, Omaha Associates, in a survey made 
July 15, 1941. 

A majority of the dealers (grocers and drug- 
gists) questioned said: 

“Radio is the best buy for an adver- 
tiser... and WOW is the best radio buy 
in the Omaha market.” 

“Customers mention WOW most 
frequently in making purchases of radio 
advertised products.” 

“WOW is our favorite station, be- 
cause of better programs, best music, 
best reception, best sports coverage and 
best news.” 


We think all time-buyers already know that 
WOW is the dominant station in the Omaha- 
Great Plains market .. . and that WOW can 
“do the job alone.” This recent survey comes as 
one more bit of proof, to justify the inclusion 
of WOW in any sales program involving the 
Omaha market 

The chart below shows a part of the results of 
the survey —the percentage answers to the 3 
most important questions. 
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Is Strictly ‘Dealers Choice’ 


wow 


Covers an area of 
185,288 square miles, 
containing more than 


700,000 radio homes. 


OMAHA, NEBRASKA 


John O'Brien, leading Omaha druggist, is one of the 
6-onml of 10 wu ho belu re i Ow 7s the he st buy in the 
Omaha market, 


Write For WOW Surveys 
And Coverage Maps 


Get the “low-down” on what your dealers think of 
how your products should be advertised. Write for a 
complete copy of the survey. We will give you dealers’ 
names and addresses if you want them. Ask, when you 
write, for the complete story of WOW ’'s coverage. 


You Can Dominate the 


Omaha Great Plains Market 
WITH 


OMAHA, NEBRASKA 


On the RED Niven: —. 
590 KC. . 5000 WATTS DAY & NIGHT 
7" JOHN J. GILLIN, JR, MGR. 
Sohn Bleir & Co., ices, 
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Bettman Joins Baskin 


M. A. Bettman, for the past eight 
years director of sales for the Phil 
Gordon Agency, Chicago, has joined 
the Salem N. Baskin Advertising 
Agency, Chicago, as account execu- 
tive and sales promotional counsel. 


Maxon Adds Annex 


Maxon, Inc., Detroit, has nearly 
doubled its office space by the addi- 
tion of a three-story annex two 
buildings from its main office at 
2761 E. Jefferson. The new annex 
houses the agency’s research and 
marketing division. 


Advances Warfield 


Thomas O. Warfield, manager of 
the Detroit branch of United Mo- 
tors Service, has been named East- 
ern sales manager, replacing L. W. 
Martin, who was recently advanced 
to vice-president and general sales 
manager. 


The STANDARD of COM- 
PARISON for 22 YEARS 


SIGN CO, LIMA, OHIO 


Goodall Company 


Names Ruthrauff 


& Ryan Its Agency 


New York, July 30.—Goodall 
Company, Cincinnati, manufacturer 
of Palm Beach clothing, and Good- 
all Worsted Company, Sanford, Me., 
|have appointed Ruthrauff & Ryan 
as advertising agency. The selection 
was made known today, following 
announcement by Elmer Ward, 
Goodall president, that L. S. Gold- 
smith, associate counsel of Law- 
rence C. Gumbinner Advertising 
Agency, has withdrawn from the 
account. The appointment involves 
the handling of both Palm Beach 
suits and Goodall fabrics. 

Along with the agency shift came 
word that Goodall advertising 
headquarters will henceforth be in 
Cincinnati. Mr. Goldsmith directed 
the account from 1912 to 1923, 
during which time he operated his 
own agency here. He turned the 
account over to the Gumbinner 
agency in 1923, but three years later 
resumed its direction. 


KDAL to Free & Peters 

Station KDAL, Duluth-Superior, 
has named Free & Peters as national 
representative. 


To “Design for Living” 

Charles M. Hall, formerly with 
The New Yorker, and Vernon Quig- 
ley, formerly advertising manager 
of Physical Culture, have joined the 
Chicago sales staff of Design For 
Living. 


Sheldon, Dahl to Allied 


Lisle Sheldon and Ted Dahl, who 
formerly operated their own agen- 
cies, have joined Allied Advertising 
Agencies, Los Angeles. 


Promotes Brush 


Arthur T. Brush, formerly ad- 
vertising director of the news- 
papers, has been named advertising 
and sales manager of the Union 
and Leader, Manchester, N. H. 


Harmon to Dairy Council 


E. M. Harmon, for the past seven 
years marketing specialist for the 
U. S. Department of Agriculture, 
has joined the National Dairy 
Council, Chicago, as director of 
public relations. 


Higgins to WMAL 

Hugh M. Higgins, since 1937 
director of alumni activities for 
Creighton University, Omaha, has 
resigned to join Stations WMAL 
and WRC, Washington, as promo- 
tion manager. 


PRINTING... 
By Men Who Know How 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives. 


Be it a cat- 


alog, publication, broadside, booklet, folder or other pro- 
motional piece, from the very first step to the last, each is 
handled by men with years of experience in the highest 
quality standards « This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced ¢ When you buy 
printing we are prepared to relieve you of much respon- 
sibility. Our services when needed, aside from the actual 
production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ¢ 
Through our spirit of co-operation you will find us of value. 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 
consideration will be gladly given without obligation. 


PRINTING PRODUCTS CORPORATION 


Polk at La Salle Street 


Chicago - - Illinois|t 


—_— 
SALES OF CHAIN STORES 
-—————_June — % Gain — Ist 6 Months 
1941 1940 or Loss 1941 1940 
Food Chains 
*Jewel . . $ 2,975,551 § 2,211,750 4 $ 1 ’ 64 31 ” 1 
*Kroger Groc, & 
ie. Mb s @ wae 23,214,548 20,095,015 + 16.0 132,039,672 118,077,884 
*National Tea 5,257,293 4,549,749 + 15.5 30,534,720 28,305,449 
tSafeway .. TT 35,441,972 31,159,335 + 13.8 234,219,147 11,541,96 
Group Total..... $ 66,8889,364 §$ 58,006,849 +15.3 $413,589,80 : ¢ 
Mail Order 
tSears, Roebuck..$ 78,567,676 $ 63,312,911 + 24.0 $355,498.05 $277,398 
NEE. ase eeeses 3,445,101 3,151,216 + 9.3 24,343,019 24.4 4 
t Montgomery 
. i, SPPrerrrre 2,871,545 43,104,316 + 22.7 249,784,642 204,2 1 
Group Total..... $134,884,322 $109,568,443 1 $629,625,71¢ $506. 14 
Drug Chains 
Crown .. Dea ae 707,942 § 699,797 +1.1 §$ 6,581,440 § 6,397,152 
Peoples ..... 140,243 1,869,094 + 14.5 12,765,608 11,184 i 
Walgreen ....... 6,771,794 6,060,287 +11.7 SO,SSS,854 6,145.69 
Group Total.....$ 9,619,979 $ 8,629,178 +11.5 $ 59,235,902 $ 53,727,609 


Variety and Miscellaneous 
Bond Stores .$ 3,421,518 §$ 2,671,20 
Consolidated Retail 


Combined Total... .$338,730,997 


*Four and 24 weeks ending June 14. ' 


tFive months period. 


All Chain Stores 
Move Ahead 
in June Sales 


Chicago, July 31.—In these days | 
of defense spending, chain stores | 
count that day lost when there is 
not an increase in sales, judging 
‘from the June report just compiled 
by ADVERTISING AGE showing a per- 
fect score of gains. Jewel, in the 
food chain field, continues its ex- 
‘cellent record, topping the entire 
list with a 34.5 per cent increase. 
The average gain for four food 
chains was 15.3 per cent. 

In the mail order group, Sears, 
Roebuck is first with a 24 per cent 


ery Ward with 22.7 per cent. 
Peoples ranks first in drug chains 
with a 14.5 per cent increase for 
June over June, 1940, with Wal- 


| green’s moving ahead 11.7 per cent. 
| Western Auto sets the pace in 
|variety and miscellaneous chains 
with a 33.9 per cent gain. The com- 
bined total increase for all chain 
stores listed is 16.6 per cent ahead 
,of June a year ago and comparing 
‘the first six months of this year 
with 
cent. 


Crowell Issues 
Eighth Survey 
of Car Buyers 


New York, July 23.—What a car 
owner thinks about when he buys 
a car is being paraded by the 
Crowell-Collier 
| pany in its eighth annual “Auto- 
mobile Survey” just released. But 
this time the diagnostic probe has 
|penetrated far deeper into the 
thinking processes of the steering 
wheel holders than heretofore. 

Some 3,000 buyers of 1941 auto- 
mobiles were interviewed in 
sampling process. Not only were 
their likes and dislikes catalogued 
but the matter of consumer-dealer 
relations came in for searching 
analysis. The interviews were made 
in 33 cities and some 
cars were involved. 

The information gleaned by the 
survey should be of great value to 
the distribution end of the automo- 
bile industry inasmuch as it throws 
a light on the picture of a pros- 
pective automobile buyer in the act 
of making up his mind which car 
buy and why. Considerable 
space is given to the features which 
car buyers approved in each make. 

It was found, for instance, that 


new car buyers spent three weeks 


on the average in shopping and the 
desired make was decided on one 
week before the order was placed. 
The shopping period varied, how- 


$290,525,147 


gain, closely followed by Montgom- , 


1940 the increase is 16.8 per | 


Publishing Com- | 


the 


18 makes of | 


0 + 28.1 $ 19,950,069 § 13,983.69 


POORER secncvess 699,548 661,040 + 5.8 210,033 4.619.6 
Edison Bros. 2,830,121 2,489,869 + 13.7 16,079,336 13,011.88 
Fishman, M. H. 3 413,666 + 4.7 151 38 4 1,89 964 ; 
Grant, W. T.. "I 9,53 8,911,080 + 7.0 51,809,576 $5.45 8.480 
Green, H. L.. , 3,927,3 3,784,124 8 19,012,118 17,434,58 
Kresge, 8S. 8S... 12,024,585 12,425,269 + 4.8 74,686,025 68,725.04 
Kress, S. H ° ° 7,723,592 6,310,309 + 22.4 43,042,234 4 9.924 
Lane Bryant, Ine + 15.6 s 196,401 7,0 260 
Lerner is +10.2 18,582,178 16,548,314 
MoCrory hacia + 8.6 22,105,495 20,017,051 4 
McLellan Stores +9.4 9,774,364 8.496.404 
Murphy, G. C + 12.1 6,213,088 68,660 
Neisner Hos + S ° 10 oo ++ , sag 
Newberry, J. J.. 7 + 9.3 26 249, 7 2,902,486 
Penne) J. ¢€ 38 ° + 14.8 146,715,011 125,305,223 
Waatern A uto 6,442,000 4,812,000 33.9 10,213,000 22,701 000 
Woolworth F. W. 27,652,730 26,020,525 + 6.3 159,034, 95¢ 146,035,415 
Group Total . .$127,337,332 $114,320,677 +11.4 $689,803,548 $603, 882,256 14 


+ 16.6 $1,792,254,969 $1,534,317,730 


Four and 28 week period ending J 


ever, all the way from one week to 
one year. 

In dealer relations the survey 
considers such matters as whether 
the dealer or the car owner took 
the initiative in the deal, the enter- 
prise shown by the dealer in fol- 
lowing up a prospect, demonstra- 
tions, attitude of man and wife 
toward car, trade-in allowances, 
acquaintance with dealer organiza- 
tion and ratings of features of vari- 
ous cars, both those bought and 
considered. 


Boosts Advertising 30°/, 

Radio City Products Company 
New York, has expanded its adver- 
tising budget for the fiscal year 30 
per cent, making it the largest ap- 
propriation the company has eve! 
used. 


CHALLENGE 


TO COPY WRITERS 


It's too XZ @ ! tight. Who 
| the QZRe! would ever 
read that stuff! 


Well chum, you will, if you know 
what's good for you...and | mea 
good! What I’m trying to do here is 
to persuade you to fill in that littl 
crammed-up coupon at the bottom. 
But if you do, Um warning you 


salesman on your neck — but fast! 
That's right, | said Royal Portabl 
—the portable typewriter that is the 
copy writer’s dream. It’s standard in 
keyboard, placement of controls, oper 
ation—a genuine little brother to t 
big Royal machine. It can take you! 
pounding (without bouncing about! 
and come back for more, It ha 
controls you or anybody else need 
And by the way, if you have kid 
will be a help to him or he Dot 
take my word for it—big sh 
tors say so. More, you'll find \ curse! 
actually “thinking” better at its keys 
it's built to cooperate W guys 
like you. Now how's about it? At 
you going to make your life easier ' 
are you going to keep po ¢ th 
sweat of your brow over t! rat 
trap you're using now? Sex 1 can 
get vour name and addr 
coupon. G’'wan—lI dare yu! 


Yaah! 


ITER, 
—- 


Cory Wr 

idvertising Dept., 

Royal Typewriter Co., In 

2 Park Ave., New York, N. ¥ 
Okay, I need a new machit 

what the Roval has. How 1 

on my old typewriter 


you're going to have a Royal Portable | 
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Survey Says Farms 
Last Virgin Market 
for Appliances 


Claims Refrigerator 
Makers Neglect Big 
Field 


viladelphia, July 29.—Manufac- 
turers in the refrigeration industry 
are inclined to neglect in their ad- 
vertising and selling plans farm 


families which “actually constitute 
the last virgin market for appli- 
ances,” according to a compre- 
hensive survey completed by the 


Curtis Publishing Company. 

fhe company’s division of com- 
mercial research undertook inter- | 
views With consumers, distributors 
and retailers in America’s vast re- | 
frigeration industry as the basis for 
its fact-finding. Trained field in- 
vestigators found first-hand infor- | 
mation on the changing conditions 
of retailing, development of a re- 
placement market and the extent 
of the remaining virgin market. 
The researchers concluded that the 
industry must decide these impor- 
tant issues: 1. the type of retailer 
to develop; 2. the choice between 
selective and general distribution; 
3. the disposition of trade-ins; 4. 
the extent of supervision by manu- 
facturers of the whole marketing 
process; and 5. the methods of re- 
establishing a high franchise value 
for particular brands. 


Neglect Farm Market 


According to the 89-page report, 
the industry has failed to realize 
the real potential market among 
farm families, especially in view of 
rapid expansion of electrical fa- 
cilities into rural areas since 1935; 
and has also neglected opportunities 


in the replacement market. 
Throughout the survey, the ex- 
planation “just got electricity” 


ranks first as a reason for farm buy- 
ing of mechanical refrigerators. 
Among farm families, 41 per cent 
of those who bought nationally-ad- 
vertised brands and 30 per cent of 
those who bought mail order brands 
had just obtained hi-line service. 
Farmers, the survey disclosed, buy 
more large boxes than city people, 
with 24.9 per cent of the units be- 
ing 7 cubic feet or larger as against 
11.7 per cent for urban families. 
Only 8.3 per cent of the farm sales, 
significantly, were replacements. 

“Here is a large active market 
opening up each year which needs 
more advertising cultivation on the 
part of manufacturers,” the Curtis 
fact-finders proclaim. “A large per 
cent of new hi-line customers buy 
immediately, so manufacturers’ ad- 
vertising should precede the coming 
of the hi-line.”’ 

Sales in the replacement market, 
according to the study, will depend 
largely upon the efforts of the in- 
dustry in interesting consumers in 


CLEVELAND... 
ELAM 


.. [AKRON ®: 


r : 
neeee : ASHLAND’, ~ 
’ > . ‘ 


CANTON 


5,000 
W 


“ WHK 


CLEVELAND, OHIO 


Represented by 
Paul H. Raymer Co. 


Westinghouse 
| Westinghouse 


Avoiding any conflict over similarity of 

names with Western Electric, will shortly 

introduce the redesigned trademark 

shown above. Below are new logotypes 
for “heavy” and “‘light’’ use. 


the economy and efficiency of the 
newer refrigerator models. More 
than 25 per cent of current sales of 
nationally - advertised brands are 
made in this classification. Most 
owners of old refrigerators were 
satisfied with them, and only 16.5 
per cent planned to make replace- 
ments. Of these, however, 73 per 
cent expects to pay $145 or more 
for a replacement unit and 30.9 per 
cent plan to buy boxes of 7 cubic 
feet or larger. Only 19.5 per cent 
of users of old refrigerators 
ported any sales solicitation made 
to them. Dealers, the survey de- 
clares, have relied on inflated trade- 
in allowances and on price cuts to 
close instead of employing 
the type of aggressive selling effort 
formerly used. 


Take First Offer 


re- 


sales 


Consumers showed they have not 
been active shoppers, in view of 
the fact that 79 per cent of those 
trading in old refrigerators on na- 
tionally advertised models and 84 
per cent of those trading in on mail 


order brands accepted the first bid 


received. 


Besides replacement buyers, the 


current market found by the 
Curtis investigators includes former 
ice users and families who had pre- 
viously owned no _ refrigerating 
equipment. In cities and towns, 54 


as 


jper cent of those who bought na- 


and 61 
purchased 
had_ pre- 


tionally advertised brands 
per cent of those who 
mail order refrigerators 
viously owned ice boxes. 
The report points out that manu- 
facturers of mechanical refrigera- 
tors must sell disgruntled ice users 
before they acquire satisfactory ice 
equipment if this sector of the 
market is not to be lost. More than 
half of the ice users weren’t satis- 
fied, but 79 per cent of the users of 
a leading brand of modern, insu- 
lated ice refrigerator said they were 
completely satisfied with ice. 


Trade-ins to Remain 


“If the industry has any hope of 
escaping the trade-in problem, it 
must give up that hope,” is the sur- 
vey warning, since 70 per cent of 
the users of old refrigerators expect 
to turn them in when replacing 
Almost three-quarters of the buyers 
of nationally advertised brand re- 


placements during 1940 actually 
traded in. 
Families interviewed put brand 


preference, in 48.4 per cent of the 
cases, as the primary factor in pur- 


chase of nationally advertised re- 


| frigerators. Next were friends’ 
| recommendations, reputation of 
dealer and price. Among buyers 


of mail order brands price was the 
heaviest factor. “In the absence of 
aggressive advertising by some 
manufacturers it is not difficult to 
see why volume leadership should 
concentrate so heavily with a few 
brands,” the survey 

So-called “gadget” features rated 
high in interest, while appearance 
of the unit was mentioned by only 
one in 10 interviewed And the 
consumer started the selling process 
in from 79 to almost 85 per cent of 
the cases. 

“In more than half of the cases 
the whole transaction took place on 


declares 


| Company 
| morton P. Gildersleeve of “Fibber 


the retail selling floor with no sales 
call by the dealer or his salesmen. 
The picture may not be a negative 
one but one which indicates the 
newer trend in retail selling of me- 
chanical refrigerators. As outside 
selling becomes more expensive it 
is expected that those retail estab- 
lishments with the greatest volume 
and variety of floor traffic will be- 
come more important as refrigera- 
tor outlets.” 


Kraft Signs | 
Gildersleeve; 
Bayuk Expands 


New York, July 31.—Kraft Cheese 
will take over Throck- 


McGee and Molly” fame and star 
jhim in a new program, “The Great 


| Gildersleeve,” in behalf of Kraft’s 
Parkay Margarine beginning Aug. 
31. “The Great Gildersleeve” will 
be aired Sunday from 6:30 to 7 
p. m. over the Red network of the 
National Broadcasting Company, 
with the number of stations not 


yet determined. Needham, Louis & 
Brorby is the agency. 
Expands Sport Broadcast 
Taking advantage of the Mutual 


Broadcasting System's volume dis- | 


count plan, Bayuk Cigars, Inc., will 


expand the network for its current 
program, “The Inside of Sports,” 
from 30 to 74 stations Aug. 5, and 
add a new network feature, Cal 
Tinney’s “Sizing Up the News” 
Aug. 4. The new series will also 
be aired on 74 MBS stations, Mon- 
day and Wednesday from 8 to 8:15 


p. m. “The Inside of Sports” is 
heard Tuesday, Thursday and Sat- 
urday. Ivey & Ellington is the 
agency. 


Renews Auditions 

Sherwin Williams Company will 
again sponsor the “Metropolitan 
Auditions of the Air” over the NBC 
Red network beginning Oct. 19. 
The musical program will be aired 
Sunday over 59 stations from 5 to 
5:29 p. m. for 23 weeks. Warwick 
& Legler is the agency. 

Continental Switches 

Continental Baking Company will 
replace “Your Marriage Club” with 
“Maudie’s Diary” beginning with 
the broadcast of Aug. 14. The new 
series for Wonder bread and Hostess 
cake will retain the same time and 
station lineup—Thursday from 7:30 
to 8 p. m. over 48 stations of the 


Columbia Broadcasting System. Ted | 


Bates handles the account. 


Eureka in Buffalo 


Eureka Vacuum Cleaner Company 


has put E. E. Sullivan in charge of 


a new divisional office in Buffalo, 


New Orleans Papers Up 


Prices; No Sunday “Item” 


The New Orleans Item has dropped 
its Sunday edition, and simulta- 
neously has announced new volume 
and frequency discounts, which 
range up to 10 per cent for 100,000 
lines and for 52 consecutive weeks. 

The Item and the New Orleans 
States recently raised single copy 
prices to five cents, and advanced 
subscription rates. Announcements 
by both papers advised subscribers 
that distributors and carriers shared 
in the advance, 


Marathon Expands Drive 


The Marathon Attle- 
boro, Mass., maker of children’s 
jewelry, compacts and lighters, is 
expanding its 1941 fall advertising 
campaign, using a larger selection 
of national magazines, more total 
space and more messages. 


(2 Lb wld bea Dis, 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Rote-Lith. We double dare 
you to stump us. Phone for our con- 
sultant. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO 


Company, 


DEA. 8SS7 + HEM. 2211. 


irculation Blackout Here! 


Now that factories are alive with 
industry 24 hours a day, night-time 
has become a most important sell- 


ing time. 


After dark, millions of men and 
women now go to work, while other 
millions—the families of those earn- 


ing more than 


to seek entertainment, to spend and 
enjoy their new-found prosperity. 
And most of these manifold millions 


go by street car 


transportation—where only the fully- 
illuminated signs of National Transit- 


advertisers can 


them. For remember, while 80% of 


all other visual 


blotted out by darkness, there is no 
circulation blackout here! 

Decide today to investigate the 
sales-building possibilities that 
National Transitads offer you. See 


for yourself that in addition to its 
own exclusive advantages, transpor- 
tation advertising offers you all the 


best features of all media—at a cost 


ever before—go out 


, bus, or other public 


reach and influence 


advertising has been 


less than any of them or any combi- 
nation of them, 

Look into its flexibility! You can 
buy standard size space—in every 
car, in every other car, or in every 
fourth car—in any or all cities of im- 
portance. You can print cards in full 
color by any method you wish. And 
incidentally, National Transitads 
Inc. allows 15% agency commission 
and 2% cash discount to recognized 
agencies 

Get all the details about this day 
and night mass medium which con- 
centrates on cities, where people 
and wealth are concentrated. Write, 
wire or phone our nearest sales 
office now. 


Sales Offices in 32 Leading Cities from Coast to Coast 
Addresses in Standard Rate and Data Service 


ae 


TT 


ational 


NEW YORK: 10 East 40th St. 


TRANSITADS 4. 


CHICAGO: 


400 N. Michigan Ave. 
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NOVEL APPEAL 


ou Can't 
Do Business 


With Hitler!” 


We sever without the bnewledge of o conswiterer with the outher of hs bows 


Raymond Clapper Mr 
John Kieran Carl Van Doren 
Albert D. Lashke Matthew Wol 
Wendell L. Willkie 


Dwight W. Morrow 


Wendell Willkie and half a dozen other 
prominent Americans paid for this news- 
paper space ‘without the knowledge of 
the author or publishers" and urge fellow 
Americans to read Douglas Miller's 
book, "You Can't Do Business With 
Hitler,’ to make clear how they could 
not live in a Nazi world. Little, Brown 
& Co., Boston, is the publisher. 


Englander to Biow; 
Staebler Made G. S. M. 


The Englander Company, Brook- 
lyn, N. Y., division of the Superior 
Felt & Bedding Company, has ap- 
pointed the Biow Company, New 
York, to handle its advertising 

Al Staebler, formerly plant man- 
ager at Englander’s Columbus plant, 
has been appointed general sales 
manager of the company with head- 
quarters in New York. James Ehret 
has succeeded Mr. Staebler_ at 
Columbus. 


Weekly Wichita Air 
Payrolls Increased 
To $450,000 


Wichita, Kansas’, aircraft payroll 
has rocketed to nearly $450,000 a 
week—nearly $2,000,000 a month— 
with announcements of wage in- 
creases at most plants. 

And further increases are coming! 

This is just one of the many 
reasons why the Wichita, Kansas, 
market is a MUST on every national 
advertiser’s fall schedule. And, 


there is no better way to influence 
this tremendous buying power than 
to present your sales message over 
“The Pioneer Voice of Kansas.’’ 


The Pioneer Voice of Kansas 


KFBI + WICHITA 


5000 WATTS DAY @ 1000 WATTS NITE 
OS OR eC 


William Wolff, 


a Founder of 
NIAA, Is Dead 


New York, July 30.—William A. 
Wolff, 58, information manager for 
Western Electric Company and 
Electrical Research Products, New 
York, one of the founders of the 
National Industrial Advertisers 
Association, died July 24 while 
vacationing in Maine. He had been 
ill several months. 

Mr. Wolff was president of the 
NIAA in 1926-27. He also served 
as president of the Technical Pub- 
licity Association, New York chap- 
ter of NIAA, in 1921 and 1924. At 
the time of his death he was a 
director and secretary of Controlled 
Circulation Audit. He was a mem- 
ber of the Advertising Club of New 
York. 

Graduating from the Columbia 
University school of engineering, 
Mr. Wolff joined Western Electric 
in 1905. After serving in the equip- 
ment engineering, sales and manu- 
facturing departments he joined the 
advertising department as a pub- 
licity and copywriter. He became 
advertising manager in 1929, retain- 
ing that position until 1940 when 
he was named information manager 


EDWARD B. McLEAN 
Washington, D. C., 
Edward Beale 


July 29. 
McLean, 58, former 


publisher of the Washington Post 
and third generation member of a 
famous newspaper family, was 


buried 
death at 


here today following his 
the Baltimore hospital to 


which he had been confined since 
1933. 
His grandfather, Washington 


McLean, founders 
Enquirer. His 
McLean, inherited 
a share in that paper, and later 
bought out his partners. Besides 
the Enquirer, John McLean acquired 
the Washington Post and also owned 
the New York Morning Journal for 
a time. At his death his fortune 
was estimated at $25,000,000. The 
will establishing a trust fund led to 
a court contest from which Edward 
known as Ned—emerged with 
editorial control of the Enquirer 
and Post. He continued to publish 
the Post until it was sold to Eugene 
Meyer, its present owner, in 1933. 


WILLIAM EVANS 

Chicago, July 30.—Funeral serv- 
were held here yesterday for 
William Evans, 69, founder and first 
president of the Allied Trades of 
the Baking Industry, former adver- 
tising and sales manager of Schulze 
Baking Company and later founder 
and head of the Evans advertising 
agency. He died July 26 at his home 
here. 


JAMES G. GIES 
Bloomfield, Neb., July 28.—James 
G. Gies, merchandising manager for 


was one of the 
of the Cincinnati 
father, John R. 


ices 


WNAX, Sioux City-Yankton radio 
station, was buried here July 23 
following his death July 20 after 


an appendectomy. A member of 
the staff since 1938, he only recently 
was made merchandising manager. 


Hosiery Industry 
Views Silk Crisis 


| 


with Uncertainty 


(Continued from Page 1) 


pletely disrupting an_ industry 
|which employs 250,000 workers. 
| The government’s needs for defense 
purposes, chiefly parachutes, must 
also be considered before the silk 
available for hosiery can be calcu- 
lated. One spokesman expressed 
belief that, unless some silk is 
allowed to enter, manufacturers in 
general will allot available mer- 


last year. 


“THE MARCH OF SIGNS" 


—this new Pabst point-of-sale sign in "Blue Ribbon” blue fluorescent neon 
combines high display attraction with improved features guaranteeing lowest 
maintenance. Completely portable with built-in transformer. 


COLONIAL NEON CO., INC., NORTH BERGEN, N. J. 


'chandise to stores on a pro rata 


|basis according to orders placed 


Advertising Faces Job 


One agency official took the view 
that advertising is destined to play 
a far more important role in the 
hosiery industry as a result of the 
present crisis. Working on _ the 
theory that silk importations will 
certainly be curtailed, if not alto- 
gether cut off, and that substitu- 
tions of rayon and lisle will be a | 
necessity, he predicted that adver- 
tising will have to tackle an educa- 
tional job. Women accustomed to | 
pure silk stockings will have to 
become accustomed to a new 
fashion, and the patriotic angle will 
receive new emphasis. Although 
stockings reinforced with rayon and 
lisle will wear longer than silk, he 
pointed out that higher 
inevitable and will recompense 
manufacturers for lower unit 
Another factor to be considered is 
the trend toward bare legs in sum- 
mer which the hosiery industry has 
been trying for some time to over- 
come, and manufacturers who are 
considering the curtailment of ad- 
vertising must face the possibility 
that the bare-legged fashions will 
be extended into other seasons. 

Blaming a lack of. silk, officials 
closed the Courtland plant of the 
Gotham Silk Hosiery Company at 
Philadelphia today. Another plant 
may be forced to curtail operations 

In expectation of the freezing 
order, a committee of the National 
Association of Hosiery Manufac- 
turers has been considering ways of 
meeting the problem since May, 


prices are 


sales 


Earl Constantine, president, re- 
vealed. He estimated that raw silk, 
unfinished hosiery and finished 


hosiery stocks are 
seven months’ needs. 
supply is in raw silk. Noting that 
the curtailment of imports’ has 
“placed a new value on silk hosiery 
as well as on raw silk,” Mr. Con- 
stantine hinted that price rises are 
in the offing. 


sufficient for 
Two months’ 


Nylon on Increase 


trade 
satisfies 


According to 
nylon production 
per cent of the industry's needs, 
although the new duPont factory 
to be opened at the end of the year 
will double the supply. 

Among manufacturers of © silk 
fabrics, Cheney Brothers took the 
first step to reassure the trade as 
to the ability of the American tex- 
tile industry to stand on its 
feet. Headlined “No More Silk 
from Japan,” copy appearing this 
| week in the New York Times, Daily 
News Record and Women’s Wear 
Daily, described Cheney as prepar- 
than 


estimates, 
only 20 


own 


ing for “more twenty years” 
|}to meet the situation by “experi- 
| menting and pioneering” in the use 
lof man-made fibers. “In recent 
years,” copy continues, “far less 
than half the material used by us 


has been silk” and points to trans- 
parent velvet made with rayon and 
nylon neckwear as examples of the 
use of new fibers to “improve fab- 
ric quality or achieve 
effects.” 


new fabric 


Also Affects Crabmeat 


It is understood that President 
Ward Cheney has had an adver- 
tisement of this type ready for 


release for about a year. The copy 
may be extended to newspapers in 
Cleveland, Chicago and An- 
geles. 


Los 


Aside from the hosiery and fabric 


At pete 


ehiste 


The rates for this department are 


“Help Wanted,” “Positions 
‘Representatives Available,” 30 cents 
cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 


$4.75 per inch. 


Wanted,” 


as follows: 


“Representatives 
a line, minimum 


Wanted,” 


a 


charge $1. Ter 


2 
0 1 


POSITIONS WANTED | 
PUBLIC RELATIONS — PUBLICITY. | 
Eleven yrs. counseling, plus handling | 
general, mechanical, financial, indus- 
trial publicity with large agencies 
(Food newspaper background 
Box 3425, ADVERTISING AGE, Chego. | 

Junior Acct. Exec. or Adv. Mer. } 
» yrs. of successful space and direct | 
mail advtg., sales pro., merch. with} 
AAAA national firms Energetic can | 
get things done quickly! 28. College. | 
Box 3426, ADVERTISING AGE, Chgo 


Young Woman—Advertising produc- 


tion and editorial makeup publica | 
tions; 10 years; can lay out complete | 
}magazine, creating work; secretarial 
tox $427, ADVERTISING AGE, N. Y 
"At Last! Brilliant Copywriting. 


on free lance basis 
& manufacturers, hire this ace writer! 
Reasonable! Space, direct mail, pro- 
motion Leading agency experience | 
Write now for details! 
Box 3424, ADVERTISING AGE, N. Y 
REPRESENTATIVE WANTED } 
One of the foremost manufacturers of | 
neon dealer identification signs for 
national advertisers requires a high 
calibre sales negotiator to develop ad 


Smaller agencies 


| 


ditional volume in this field Will 
consider applications only from = ex 
perienced sales executive havine wide 
contacts with key promotional and 


merchandising officials 
fidence to President, 
Box 3428, ADVERTISING 


Write in con 


AGE, N. ¥ 


BLSINESS SERVICE 

Mr. Sales Manager! 
Let me show you how to help 
salesmen produce more 
personalized house-organ, 
as editor. I do the 
Edelstein, 201 N. 


work. Id 
Wells St. Dea 


MISCELLANEOUS 


A GOOD GADGET LETTER wil! 
your letters on top of the desk 
some chance of doing busi 
Wastebasket letters cannot talk 


throug! 
You ser 


wa 
s 


k 
Ww 
ne 


Write for illustrated circular. 


A. Mitchell, BR. 215, 326 N. Michigs 


Ave., Chgo. 
WORLD FAMOUS FIRMS US 


Bairdset ads for 30 
Day and night service, clean pr 
fast, quality production, save 
time Ads pull 25% better 


years It. Pay 


\ ‘ 


BAIRD, adsetters, IS EK. Kinzie, 


WHI, 4347 Cheo. 


WANTED 
An established trade paper to bi 
a trade paper idea that can be d 
oped by a Well established trade 4 
publishing house. Please send 
particulars in absolute confiden: 
Box 3421, ADVERTISING AGE, ¢ 


INVESTMENT 
An unusual opportunity 


business taking the place of the 


to get in 


iy 
eve 
ap 

f 
‘ 


‘he 


ti 


pre 


ent method of manufacturing printir 


plates Market unlimited 
Box 3429, ADVERTISING AGE, ¢ 


‘he 


industries, another field immedi- 


ately affected is the crabmeat 
industry. American canners’§ are 
looking forward to a_ vastly in- 


market as the result of 
curtailed Japanese imports and ex- 
pect to step up advertising to take 
advantage of the situation. The 
problem in the East is one of pro- 
duction and canners are not certain 
of their ability to meet the expected 
demand. In addition to the Harris 
American Crabmeat Company, 
Beaufort, S. C., which may expand 
production, there are four plants 
operated by the Maine Development 
Commission. 


creased 


Expect Special Licenses 


One spokesman for the American 
canners contended that Japanese 
interests have been dumping crab- 
meat and silk in this country during 
the past year in order to 
dollar exchange for oil and scrap 
metal purchases, and as a result the 
supply of Japanese crabmeat on 
hand is sufficient for a year’s needs. 

The majority of Japanese im- 
porters, on the other hand, are con- 
tinuing the bulk of their advertis- 
ing while awaiting further govern- 
ment interpretation of the freezing 
order. With the exception of one 
importer, who has suspended ad- 
vertising and is liquidating inven- 
tories, officials expressed hope that 
the government will permit imports 


of crabmeat under special licenses. | 


New York State Plans 
Fall Milk Promotion 


| Emphasizing the thirst-satisfying 
| qualities of milk in addition to its 
|Virtues as a food, New York State 
will continue the drink-more-milk 
campaign next fall in a schedule of 
}more than 600 daily and weekly 
newspapers and spot radio. Begin- 
ning early in September copy will 
be concentrated in New York, with 
}a graduated scale downward for 
other large marketing areas and 
small rural towns. 

Newspaper copy will stress the 
idea that milk is not only good for 
ithe health but is also an excellent 
beverage and will include a coupon 
for which the consumer will re- 
ceive a shopping pad _ containing 
recipes and dietary schedules. The 
pad, which has been substituted for 


the recipe book offered last year, 
will also be offered on radio pro- 
grams More than 125,000 books 


were distributed in 
campaign slogan was “Fortify for 
the Forty Line.” J. M. Mathes, New 
York, is the agency 


1940 when the 


obtain | 


Plan September Drive 
for N. J. Resorts 


New York and Philadelphia news- 
papers will be used by the recrea- 
tion committee of the New Jersey 
Council to promote the recreational! 


advantages of New Jersey 
during September, 
“September—30 Golden Days.” 

The campaign was 


director of the 
Kersey, Lafayette 


managing 
John R. 


resort 
using the slogan, 


prepared 
under the direction of A. W. Coffin 
council; 


Hotel, 


Atlantic City, chairman; J. Howard 


Slocum, Flanders Hotel, Ocean City; 


and Edward J. Wallis, Dorland 
Advertising Agency, which 
handling the council’s recreational! 


promotion. 


MORE SENSE TO YOU 


ADVERTISING DOLLAR! 


D 
pmerove 
eres LITHOGRAPHY 


eans 


ve 
MORE EFFECT ONOMICAL 
. FOLDERS * 
BOOKLET a wHite - 


eatt wsTeu 


ask FOR 


COPY 


SINCE 1912 A GOOD HOUSE TO KNOW 
LAUREL PROCESS COMPANY waeeine 
480 CANAL STREET. NEW YORK 


Walker 5.3030 


COMPLETE 


AND ART 


ES 


Publications best suited 


reach a given market 


"It has been our experience, w! 


a new machine development affec 


a market other than those alre 


contacted and developed, that * 


MARKET DATA BOOK prov 
detailed information of the p 
cations best suited to establish 
product in the market desired 
ther, it offers a concise pictur 
the resources, volume sales 


acter, purchasing methods 
trends of the market itself.” 
H. A. Gottschalk, Adverts* 


Mer.. Kearney & Trecker ‘ 
poration, Milwaukee, W is. 


MARKET DATA B 


Business Paper Edit 
100 E. OHIO STREET, CHICA 
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Roundup of Advertising Promotions in the Test Stage 
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INITIAL AD 
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with dickinson's 
new skin softener 


_ 

Women are discovering Diaatone — the 

nodern way to softer, smoother hands. 

Soon Dixatone will be a household word 

Have you discovered Dixatene? Do so 
4 


>reaseless — it's pleasant and easy to 
apply. Stainless when used as directed, 
Drxatone may be apphed to arms and neck 
hout fear of injuring your daintiest 
ck. Economical — a litle is suthcrent 
Fast-vanishing—it leaves no shine. 


This first consumer copy for Dixatone, 
new skin softener, has been launched in 
the Providence, R. |., market along with 
a radio schedule. F. W. Prelle Company, 
Hartford, is the agency. 


PROMOTES DIXATONE 


Essex, Conn., July 29.—E. E. 
Dickinson Company has released 
first consumer copy on Dixatone, a 
new skin softener which has been 
in the process of development for 
several years. A test campaign for 
the product has been launched in 


the Providence, R. I., market. 


Beginning with announcements 
of 300 lines in the Providence 
Bulletin and Journal, insertions will 
gradually be scaled down to 90 
lines, appearing twice weekly in 


each paper. At the same time, two 
announcements daily will be broad- 


cast over Stations WJAR = and 
WPRO. The newspaper and radio 
schedules will continue for an in- 
definite period. 

Expansion of the campaign will 
depend on results achieved in 
-rovidence. Predicting that “soon 
Dixatone will be a_ household 


word 


¢ 


‘ copy stresses the greaseless, 
ainless qualities of the product. 
Two package sizes are offered, a 
tube selling at 33 cents and one at 


10 cents. Slogan to be used for 
Dixatone is “for hands men love 
to hold.” 

F. W. Prelle Company, Hartford, 


s the agency. 
Back in Men’s Wear 


Amalgamated Textiles, Ltd., New 
York, distributor of the Forstmann 


ine of fabrics, signalized its return 
the men’s wear field July 29 after 
13-year absence when the new 
ne was introduced to the men’s 
lashion press. 


ST PETERSBURG 


5000 WATTS 


620 KC - FULL TIME 
’ 


AND COMPANY 


* DETROIT - CHICAGO - SAN FRANCISCO 


has 


TEST COPY APPEALS 
FOR LISTERINE 


New York, July 29.—A unique 
summary of its various Listerine 
copy appeals is being tested by 


Lambert Pharmacal Company from 
time to time in its regular maga- 
zine schedule. 


The full-page copy, currently 
appearing in the August issue of 
Ladies’ Home Journal, consists of 


four strips picturing the problems 
of a girl who fears she has offended 
her sweetheart, a man who finds it 
difficult to get a job, a high school 


boy who is unpopular with girls, 
and a woman who longs for the 
affection of her grandchildren. In 
each case, bad breath is’ the 


stumbling block and Listerine pro- 
vides the happy ending. 

Since each strip carries a caption 
and has the possibilities of a com- 
plete advertisement, the four have 
been used singly in magazines 
where the schedule called for half- 
page copy. The full-page copy has 
appeared previously in three weekly 
magazines. 

In 1940, Lambert 
same technique for 
dandruff remover, 
three different situations—a _ child 
whose mother worried about the 
condition of his scalp, an engaged 
couple on the verge of breaking off 
their relations because of the recur- 
rent dandruff evil, and a man who 
had ceased to “fool around” with 
other dandruff removers. 

Lambert & Feasley is the agency. 


WELCH USES NEWSPAPER 
FOR GRAPELADE TRYOUT 


employed the 
Listerine a 
summarizing 


as 


Westfield, N. Y., July 30.—Quick 
energy for a hungry child with 


Welch’s Grapelade, described as an 
“exciting new ‘jelly-jam,’” the 
theme of a 150-line advertisement 
run in the Long Island Daily Press 
which the agency, H. W. Kastor & 
Sons Advertising Company, de- 
scribes a localized campaign. 
Possible extension of the drive was 
not disclosed. 

Copy plays up the energy, flavor, 
purity and economy of Grapelade 
the “4 big, important 
. Why Welch’s Grapelade is such 


1s 


as 


reasons 


as 


an energy-help to youngsters—such 
a tempting treat, as well!” The 
copy is addressed to mothers with 
the suggestion: “Get Welch's 
Grapelade at your dealer today! 
Put it on your shopping list now 

and see how the hungry tots 
love it!” 


Art work consists of a picture of 


a jar of the product surrounded by 
sketches of heads of children say- 
ing: “Mama—give it to me to help 
make me peppy!” “I'd rather have 
it than candy,” and “Teacher says 
it's got energy-giving dextrose!” 
The product is made by the Welch 
Grape Juice Company, which also 
produces grape juice and tomato 
Juice, 


Kroehler Pushes 
Theater Seats 
in Newspapers 


| Chicago, July 30.—Kroehler Mfg 
Company is using a novel advertis- 


ling campaign here to promote its 
| 


push-back theater seats, not only 
bringing them to the attention of 
theaters but notifying the public 
that the advantages of the seats can 
be enjoyed by attending certain 
theaters. 

The seats are built so that occu- 
pants can push them back, without 
rising, to make it easy for movie 
patrons to pass. “Theatergoers’ 


‘Pet Peeves’ Doomed by Sensational 
Push-Back Seats” is the headline of 
full page color advertisement in 
the Chicago Tribune and copy goes 
on to explain “No more standing to 
let others pass. . . No more stepped 


a 


on toes. . . No more obstructed 
view!" Black and white copy is 
running every week in the News 


and Herald-American. 

Copy lists the theaters in which 
the seats have already been in- 
stalled. Henri, Hurst & McDonald 
the account. 


TESTS TECHNIQUE 


Ry 
Let LISTERINE took efter your breath 


Four complete strips comprise this full 

page in the August Ladies’ Home Jour- 

nal, with each carrying a separate Lis- 
terine copy appeal. 


To Atherton & Currier 
Eastern Frosted Foods Association 

has named Atherton & Currier, Inc., 

New York, to direct its advertising. 


Coming 
Conventions 


Aug. 12-14. Annual convention, 
National Sign Association and In- 


ternational Sign Exposition, Hotel 
Statler, Cleveland. 
Aug. 18-22. Photographers As- 


sociation of America, Stevens Hotel, 

Chicago. 
Sept. 8-9. 

surance 


Annual meeting, In- 
Advertising Conference, 


Hotel Hershey, Hershey, Pa. 
Sept. 8-11. Annual convention, 
Financial Advertisers Association, 


Hotel Statler, Cleveland. 
Sept. 15-17. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 
Sept. 17-19. Annual Conference | 
and Exposition, National Industrial 
Advertisers Association, Royal 
York Hotel, Toronto, Ont., Canada. 
Sept. 29-Oct. 1. Annual meet- 
ing, Life Insurance Advertisers As- | 
sociation, Hotel Statler, Boston. 
Oct. 6-7. Boston Conference 
Distribution, Hotel Statler, Boston. 
Oct. 8-10. Annual convention, 
Direct Mail Advertising Associa- 
tion, Mount Royal Hotel, Montreal. 
Oct. 13-14 Fall 


| 
on 


convention, ! 


Newspaper Advertising Executives 
Association, Blackstone Hotel, Chi- 
cago. 
Oct. 
cultural 
Chicago. 
Oct. 22-25. Fall meeting, Asso- 
ciation of National Advertisers, The 
Homestead, Hot Springs, Va. 
Oct. 23-24. Pacific Council, 
American Association of Advertis- 
ing Agencies, Hotel Del Monte, Del 
Monte, Cal. 


15. Annual meeting, 


Publishers 


Agri- 
Association, 


Palmer Joins WCKY 

Fred A. Palmer, formerly vice- 
president and station manager of 
Station KOY, Phoenix, has been 
named sales manager of Station 
WCKY, CBS Cincinnati affiliate 


(DEADLINE GHOSTS? 


Say “RAILWay Express” and they'll 
vanish before RAILWAY EXPRESS 
“the service that speeds up speed.” 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWAYAQEXPRESS 


AGENCY Inc. 


NATION-WIDE RAIL-AIR SERVICE j 


The Stork Won’t Wait 


O, from the moment his telephone rings, the country doctor is racing against a deadline 


he must meet, whether the time be night or noonday, the weather fair or foul. But split- 
second emergencies aren't confined to the medical profession alone. They happen in selling 


and advertising almost every day . . . advanced deadlines . . 


changes . . 


good to know you can rely upon Superior for dependable service, day or night. And 


for any and 


Photography . . 


smoothly, expertly under one roof! For reliability on regular work and a superior stand-by 


when things go wrong, call SUPerior 7070. Superior IS THE DOCTOR. 


Superior Engraving Company 
215 West Superior Street + Chicago, Illinois 


all the functions of Supertior’s 5-Phase 


P Photo-retouching wed Composition , 


. near-calamities that give production men the horrors! In time of trouble it’s 


Produc 


nt is “ SaGPeER 


. clients’ revisions . . . last minute 


.. Engraving, all performed swiftly, 


ction Plan — Artwork... 


1or Produetieon 
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ADVERTISING AGE 


Oil Industry 
Asked fo Limit 
Seaboard Sales 


(Continued from Page 1) 
system on the Atlantic Seaboard 
immediately after Labor Day. 

The petroleum coordinator told 
his press conference that the adver- 
tising program being carried out by 
the District No. 1 Marketing Com- 
mittee for National Defense was a 
strictly voluntary activity about 
which he had no advance informa- 
tion, and he added: “I’ve never seen 
such cooperation in my life.” He 
also revealed that the committee’s 
budget for its “don’t-buy-our-prod- 
uct” drive is $250,000. 

Gasoline stations affected by the 
newest order are located in the 12 
Atlantic Coast states and the Dis- 
trict of Columbia, and in parts of 
five other states—the peninsula of 
Florida and all marketing areas in 
or east of the Appalachian moun- 
tains in New York, Pennsylvania, 
Virginia and West Virginia. 

TO CONTINUE APPEALS 
FOR VOLUNTARY CUT 


New York, July 31.—Advertising 
managers of leading oil companies 


Nope! 
There isn’t a grain of salt 
...in Big Pelican Lake. 


And it isn’t deep either! 
... Just deep enough for 
your fanciest diving... 
and deep enough to hide 
plenty of walleyes, 
northern pike, black bass 
and crappies! And how 
clear it is! 


Up there on the shore ..i 
past the white sandy 
beach ... is Breezy Point 
Lodge with 50 modern 
cottages, 100 modern 
hotel rooms... tennis 
courts, saddle horses, a 
slick golf course...a 
smooth dance floor. 
(Swings and stuff for the 
kids.) 


Write for illustrated folder 
describing surprisingly 


low cost vacations at 


BREEZY POINT 
LODGE 


PEQUOT LAKES, MINN. 
In the Heart of Minnesota’s 
Great North Country 
MODERATE RATES 


|time for Sunday editions, while the 


met today to discuss possible proce- | 


dure in coordination with Petroleum | 
Coordinator Ickes’ latest attempt to | 
avert a gasoline shortage in te} 


<>) 


vast. 

The issuance of ration cards for 
the vital fuel, mentioned today by 
Mr. Ickes, was one possibility. Some 
motorists, it was said, may be 
limited to as little as five gallons of 
fuel a week. 

The industry’s marketing commit- 
tee, meanwhile, will continue its ef- 
forts to stimulate consumer coop- 
eration with a second advertisement 
to be released next Monday and 
Tuesday. The initial appeal was 
rushed into print last weekend. The 
new copy will run 1,000 lines in the 
same list of 500 newspapers, and J. 
Walter Thompson Company will 
place the insertion. “Do’s and 
Don'ts” for motorists will be re- 
peated together with a plea by Mr. 
Ickes. 


Hurry First Appeal 


Acting jointly under auspices of 
the committee last weekend, the in- 
dustry delegated McCann-Erickson 
to prepare the first hard-hitting, 
blunt warning in the form of 1,000 
line advertisements in 16° coast 
states, West Virginia and the Dis- 
trict of Columbia. Forty-nine of the 
insertions reached newspapers in 


remainder appeared on Monday. 

Indicative of the haste’ with 
which the job was executed was 
the fact that McCann - Erickson 
employes worked from late Friday 
night through Saturday in prepar- 
ing the schedule. Copy was dis- 
patched by airmail for Sunday 
papers and mats were’ pushed 
through in time to catch Monday 
dailies. The copy theme was worked 
out by advertising executives of the 
participating oil companies’ and 
their advertising agencies in co- | 
operation with Mr. Ickes.  Indica- 
tion that a move of this kind was 
in the offing was reported’ in 
ADVERTISING AGE July 14. 

The unprecedented copy, which | 
appeals to gasoline consumers to 
use less of the advertisers’ prod- 
ucts, emphasizes the fact that there 
is no shortage of oil but that trans- | 
portation is the erying problem. 

“Unless the public cuts gasoline 
consumption by one-third, ration- 
ing is sure,” the message warned, 
“and it will come soon!” Suggest- 
ing voluntary conservation as “the 
American way,” the ad offered ‘10 
Do’s and Don'ts” that will help you 
use one-third less gasoline.” 


Old Bond Street 
Toiletries to | 
Be Promoted 


New York, July 30.—Stressing the 
English background of its products, 
Atkinsons of Old Bond Street will 
launch the first advertising cam- 
paign in the United States for its | 
perfumes and other toiletries in Oc- 
tober issues of five magazines. 

A manufacturer of toiletries since 
1799, Atkinsons has been selling 
direct from England to a few stores 
in the United States. Distribution 
has been expanded on a _ national 
scale, with a guaranteed stock on 
this side of the Atlantic. 

Headlined “Atkinsons Now Sends 
to America,” copy will feature At- 
kinsons perfumes, described as the 
“liquid heartbeat of England's fair- 
est flowers,” and will also mention 
the soap, eau de cologne and lav- 
ender water. On the schedule are 
Esquire, Harper’s Bazaar, Made- 
moiselle, The New Yorker and 
Vogue. 

Sale & Co. is the importer and 
distributor for Atkinsons toiletries, 
and Irwin Vladimir & Co. is the 
agency. 


Nevins Fruit to Tracy 

Egan, Fickett Company, New 
York, distributor of Nevins Indian 
River oranges and grapefruit, has 
appointed W. I. Tracy, Inc., New 
York, to handle its advertising. Car 
cards and radio will be used in 
addition to special merchandising 
work. 


es f re 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


COO ooo oon 
| 4 a a i ++ 
[| WEEK BY WEEK VARIATION SHOWN HERE | | | | 
a oe TT TTT rT tT 
+ ind t soe + a 
| | 
mi | A | | || | | | i 
. T T ] T T TT 
| | aes iz gi | | 
ge | | | ] 1] 
Set 4+—_+—4 = +} al tt guna ++++t 
| | i 
ane | ww j din 1 all i } i | 
} | | | 7 rT =m | t — 
| | | | } 
—+t- 14 TNs Ban +--+ - +++ + Li ity } ++ 
| re | | | 
Sees enee' os +} | t+ BSSaereeee 
} | | | | | | | | Bor 
$—}— $+—+-—+ $- $+- + +4 -++ —+- + + + f—nh, 
COO Toon CECE 
Steet t 
| | | | | | ;e | : 4 
+t} +—+—+4 1 + t + + + TI TTT See ei — + + aad + 
Sititititit tl: tilit | an Liititt J 
: —- - ie at eats a ea a ye, 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
4 
~~ Gain % Gain 
30-Week 30-Week 30-Week or Loss or Loss 
Period Period Period 1941 1941 Week Week cr, 
ended ended ended ove! over ended Ikended ‘ 
July 29, 1939 July 27,1940 July 26,1941 13y Ie40 July 27, 1940 July 26, 1941 L = 
Akron, O 653,693 5A475,851 5, 848,130 + 3.4 + 6.8 151,011 174,444 Cc 
Albany, N. ¥ 916,421 4,559,329 4,844,759 12.2 + 6.3 105,507 120,693 { ° 
|'Atlanta, Ga 9,462,616 8.390.756 8,805,207 70 1.9 221,858 216,006 ‘ lu 
Baltimore, Md 12,364,638 12,683,682 13,470,219 s.4 + 6.2 $331,293 389,461 ' 
Birmingham, Ala 7,318,998 7,938,482 8,452,819 + 15.5 HHS 220,374 247,604 { sc 
soston, Mass 10,561,466, 10,157,490 10,272,136 2.7 =r IS5,159 198, in 
Bridgeport, Conn - 936,922 5 S06 616 6,202,636 + 12.0 + 6.8 INS.388 190 pl 
Buffalo, N. Y W.043,550 8,330,141 9,091,618 + O.5 1 206,757 213, wi 
Camden, N. J . 2,331,666 3,075,924 2,949,801 $26.5 1.1 100,971 70 or 
Cedar Rapids, la 2,768,008 2,696,736 2,797,242 + 1.1 1.7 62,902 73 Tl 
Charleston, W. Va SS7,791 773,384 6,203,197 _ + 5.4 + 7.4 194,607 184,555 ’ r 
Chicago, 111 16,864,287 16,171,325 16,664,244 1.2 0 69,340 $4,222 Sa 
Cincinnati, © 8,885,153 1,347,218 W S34,505 10.7 2 209,114 229.040 O% 
Cleveland, © 10,124,372 10,424,%52 10,848,290 + 7.2 4.1 2ZHS8,284 289,214 es 
|Columbus, © 7,477,507 7,602,748 7,689,908 + 2.8 + 1.1 192,585 243,217 an 
Dallas, Tex 11,932,563 11,448,329 11,456,040 1.1) 0.1 S28 804 350,514 thi 
Davenport, la 250,21 S4,807 1,489,708 4 + 1.9 130,116 150,486 7 00 
Davton, © 7.863.466 7.984.588 8.741.107 11.2 10.2 195.664 990.514 7 ) 
Denver, Colo a 180.674 1.770.982 040.527 97 5.4 127.850 142.100 gr 
‘ 
Des Moines, la ; 3,812,235 3.795.599 3.587.512 ,4 83.199 45.2 the 
Detroit, Mich 11,238,390 11,751,541 12,736,815 + 13.3 +S.4 513,111 I33,250 i4 po 
El Paso, Tex 991.252 6.193.642 6.625.056 10.6 70 142,008 190.715 i ” di: 
Krie, Pa 431,314 990,220 1,465,350 O68 2 140,728 183.666 are 
Evansville, Ind HSS, 160 HSUL402 Fo04,118 8.7 10.2 195,202 222,852 2 wl 
|} Fall River, Mass 194,046 1,085,162 2,140,581 11.8 7.8 6.54 60,442 ‘ ms 
c 
Flint, Mich. .. 5,116,580 » OBS SOS i S1S,446 eu 14 145,572 147,420 ‘ ca 
Fort Wayne, Ind 6H .O1T0 2808 6.274.086 6.217.953 8 04 168.854 174.188 ¢ mi 
Gary, Ind . 8,341,677 3,626,493 3,764,138 12.7 LS 120,082 109.812 . 
Girand Rapids, Mich $.939,262 156,241 ood 2, 804 + 12.2 +7.9 126,546 13u 6 ‘ = 
Greenville, S. ¢ 3.702.961 4,152,482 1.341,331 17 4 123,583 120 , } } 
Houston, Tex 9 670,276 10.708.088 11,024,626 14.0 A 248.704 12 TRS 
Huntington, W Va 1,269,790 102 494 4,999,223 17.1 1 IS4,810 141 ' 
Indianapolis, Ina 208 360 1.0] 147 10,.691.717 14.9 “HS 266,812 SU HIN 
Jacksonville Fla 164.418 »oRt.¢22 ». 927.656 14.8 6.1 154.980 170.926 
Jersey City, N. J 1,248,733 1,241,495 1,272,846 + 1.9 3.5 Og SUS 6.40 
Kansas City, Kan 1.465,154 - L749. 447 169,967 - 7.3 10.3 S,250 572 
Knoxville, Tenn 6,053,598 6.018.194 6.056.247 LOG 156.786 172,704 
Little Rock, Ark 215.070 + BOS 82S 733.094 4 x0 166.124 164.444 
Los Angeles, Cal 14,226,726 13,657,922 13.692,.652 ..8 0.3 OS 446 435.18 
Louisville, Ky § 195.650 S294. 800 &.759.61 6.4 ‘ O22 289 272.418 
Lynn, Mass 1 S33. 668 », 117,294 171,72¢ 13.2 Hu 173,110 157,27 . 
Manchester, N Hi 2.742.716 2 O90 907 2 O84. 379 "40 Te 6.990 48.376 
Memphis, Tenn 6. 7OU 870 7.482.174 7.584.048 13.0 14 190.946 2049 986 
Miami Fla 7,922,030 8.684.599 8,277,623 4.5 1.7 168,798 159,322 
Milwaukee, Wis S.O41,938 S.815.643 560.651 1A. S54 210.391 943.704 ‘ 
Minneapolis, Minn 7.US0,611 6,975,276 6,966,772 12.7 01 174.749 174.814 
‘Nassau County, L. 1 1576,652 1,366,738 2,233,32 $1.7 63.4 1.419 TO,793 
New Bedford, Mass 1,772,848 1,919,162 2,170,672 22.4 13.1 53,060 HO,466 
New Haven, Conn », 253,598 502,714 702.260 8.5 3.6 158,466 164.704 
New Orleans, La 11,046,562 11,432,775 11,349,002 2.4 0.7 $42,672 360,048 
New York, N.Y IS 232,856 32,490,203 S3.048 S02 O68 A 678.316 756,440 
Brooklyn, N.Y 2,288,846 2,004,709 2,043,832 10.7 + 2.0 41,146 12,826 
Norfolk, Va 465.300 848.350 6,173,512 13.0 5.6 175.714 197.068 f 
Oakland, Cal $1,450,623 1,959,513 5,223,284 17.4 3 146,176 166,612 i 
Oklahoma City, Okla 255810 1.463.970 4.859.624 7.5 a8 114.730 109.046 
Omaha, Neb 3,323,050 3,424,872 $465,686 4.3 1.2 87,633 77,746 . 
Peoria, 11 6,142,047 6,634,089 7,121,198 + 15.9 7.2 177.940 O5.874 10.1 f 
Philadelphia, Pa 15,504,245 16,141,216 17,068 366 $10.1 + 5.7 $45,967 $46,578 ‘ 
Phoenix, Ariz 4,102,034 607.800 O91 506 21.5 10.5 112.840 154,980 | 
Pittsburgh, Pa 11,504,724 12,156,284 12,473,076 +S.4 2.6 274,260 277.620 
Portlind, Ore 7,048,449 6,350,228 7.289046 3.4 14.8 207.240 196.518 
Providence, R. 1 6.806.911 6.895.685 6.732.241 1.1 L 0.5 152.220 166.601 | 
Reading Pa » G88.725 S9S4.651 5.776.930 + 1.2 1S 144,340 176,022 
Richmond, Va i.a1 “ 7.238.630 7,125,678 2.6 1.6 184,478 190,400 ‘ 
Rochester N \ 8.623.888 8.725.052 9.107.240 4.4 06.213 999 248 7.8 
Rock Island-Moline, Il 1.764.470 41.N38 “ 159,572 S.3 6.6 125.454 132.734 t 
Rockford 11 1605 370 S$ SHO 018 185.244 14.9 O86 149.618 156.64¢ ‘ 
Sacramento, Cal 1.751.866 1.4 ' $831,626 1.7 s.2 136.612 146.790 
San Antonio, Tex 1,066,980 1.29 { 4.843.023 191 14.6 131.197 137.602 . 
San Diero (‘al 7 388.8309 6,008 702 8.996 988 ? 16.4 171.738 196.476 t 
Seattle Wash 6,458,324 6.750.938 6.993.186 6S 6 189.994 O4.514 \ 
South Bend, Ind 3,068,390 1,028,167 3,421,324 11 12.0 6.880 107.692 . 
. ® © ‘ 
Spokane Wash TRO 224 2.637.078 , 584 580 1 13 117.492 103.810 
St. Louis, Mo 10,244,225 10,427,755 10,251.05 Te 1.7 04.297 S098 § 
St Paul Minn >,.9423.899 ’ 140 T95R52 2% 27 124.47 11 s1 
Syracuse, N. \ 6.589.870 1,107.98 61 SO 14.8 6.7 OS 756 117.012 
Tacoma Wash 3.576.174 3.725.410 849.141 7.4 3 104,650 102.018 
Tampa, Fla + 804,276 4,667,284 4.595.524 en 8 1 120.008 126.924 S 
Toronto tone ‘at "408.131 &.73 iK0 q 19.198 1.0 6.7 1 KE He OF 5 
Troy, N. ¥ 2,459,216 2.440.312 2 637.980 ry 81 ' 2 67,718 n 
Tulsa, Okla 110,672 5,356,120 8,214 " ' 144,648 148,372 \ 
Washington, D « 18,097,151 19. 426.89 19,613.07 &4 a4 184.916 98 9 
Youngstown, © 1.203.020 1.719.804 206.197 10 10.3 1 O14 139,048 . 
2 r 2 57 ; t 
Total 66,465,665 570,268,730 595,444,215 + 5.1 14 14,900,772 16,03 ' 
1 Atlanta Georgian. and Sunday American ceased 6 Commercial Appeal published 328-page Ce 
pupiication Dec. 17, 1939 issue Jat 1, 1940, containing 428,848 line 
2 Chicago Herald & Exam. discontinued Aug. 28. 1934 vertisinge 
Minneape iN Star and Journal merged Aug. 1, 1939 7 Syracuse Journal published 100th Anniver 
4 Newsday aunched Sept. 3, 1940 tion March 206, 1939, containing 216,027 line 
» San Diego Sun suspended publication Nov. 25, 1939 vertising 
Names Gray and Rogers 
WGB Oil Clarifier, Kingston, ['O®°*?° 
N. Y., has named Gray and Rogers, | |“O™"**t 
WINNIPEG 


Philadelphia, to handle advertising 
for its oil clarifier and other lines. 
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ROBERTSON AWARDED AIRLINE ADMIRALTY 


P 
y 


ae 
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Charles M. Robertson, Jr., air-minded radio director of Ralph H. Jones Com- 
peny, Cincinnati, accepts a plaque, admiral's hat and sword signifying his com- 


mission as Admiral of the Flagship Fleet of American Airlines. 


are (left to right) Mr. Robertson; Max 


In the group 
Schulman, manager of the Netherland 


Placa: Mayor James G. Stewart; Ralph H. Jones, president of the agency; J. R. 

Merrill, American Airlines district manager; Charles M. Robertson, Sr., vice- 

president of Kroger Grocery & Baking Company; Miss Jackson, stewardess; and 
James D. Shouse, vice-president and general manager of WLW-WSAI. 


Cama. Oxydol Join | 


in New Contest 

Another cash-as-long-as-you-live 
soap sweepstakes is now under way | 
in behalf of Camay and Oxydol 
promising a grand award of $30 a 
week as long as the recipient lives, 
or a lump sum settlement of $25,000. 
The agencies, Pedlar & Ryan, New 
York, for Camay, and Blackett- | 
Sample - Hummert, Chicago, for 
Oxydol, believe this to be the larg- 
est prize fund ever offered, for with 
weekly prizes the total—assuming 
that the winner settled for the $25,- 
000—-would be $46,000. 

All Proctor & Gamble radio pro- 
grams will carry announcements of 
the promotion; dealer helps and 
point-of-sale literature are being 
distributed; about 1,000 newspapers 
are scheduled to carry black-and- 


white copy for the contest; and 
magazines and supplements will 
carry four-color advertisements, 


many on back covers. 


ADVERTISING MEN 


WANTED! 


* Yes—we want you to expe- 
rience the convenience and 
comfort of this hotel — cen- | 
trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men— 
all who burn the midnight oil | 
to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight | 
kits help make unexpected. 


detention in town easier to, 
bear. 
You'll like our accommoda- 


tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon. dinner. 
‘upper, or a nighteap after a/ 
‘lege at the office. 


— NOTE — 


everal agencies have found it ad- 
‘isable to make special arrange- 
menis here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to diseuss the merits of such an 
‘trancement. 


Hotel 
BELMONT PLAZA 


\etingtom Avenue at 49th Street, New York 
JOHN H. STEMBER, Manager 


TT A 


| appearance 


Swank Pushes 


Fall Promotion 
fo All-Time High 


New York, July 31.—Confident 
that the increase in consumer earn- 
ing power will be reflected in a 
greater interest in luxury items, 
Swank, Inc., will swing into the 
most extensive promotion program 
in its history in September, with 
magazine expenditures for the fall 
boosted to exceed appropriations 
for this medium in any previous 
entire year. 

To take advantage of the 
market for jewelry among men, 
Swank has scheduled a six-month 
campaign in Collier's, Esquire, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Liberty, Life, Mademoiselle, 
The Saturday Evening Post, Time 
and Woman’s Home Companion, in 
addition to the Saturday magazine 
supplement of the Christian Science 
Monitor. Practically all copy will 
be in color and December magazine 
issues will carry full-page inser- 
tions in four colors. 


new 


Swank maga- 
zine expenditures for 1940 were 
estimated at $75,000. 

Armed with a_ recent = survey 


|'which revealed that 79 per cent of 


men’s jewelry during gift-buying 
seasons purchased by women, 
Swank will direct its fall campaign 


is 


toward the feminine half of the 
population to a greater extent than 
ever before. 


Push Collar Holder 


A large proportion of the copy 
will be devoted to the collar holder, 
the foundation piece to create 
jewelry-consciousness among men. 
One insertion will read, “Every day 
more men realize the importance of 
neatness in the quest for business 
and social success. And the always 
conspicuous spot where collar meets 


as 


tie is the place to start the good 
habit of good grooming.” 

Another insertion of an institu- 
tional character, will play up the 


important role of jewelry in a man’s 
and in inspiring his 
success. With an illustration of an 
animated jewel box, accompanied 
by the headline, “I am valet to the 
millions!” copy will read, “I am just 
a man’s jewel box. My boss is just 
a fellow like you. Every day, morn- 
ing or evening, I help him dress 
correctly. Let the millionaire 
have his valet... I am valet to the 
millions.” 

Featured among the new items 
in the Swank line is a_ varia- 
tion of Aristo-gram, the personal- 
ized jewelry, and many novelties, 
including a Saber Tie Klip, a Horse 
Shoe Nail Tie Klip and Collar 
Holder Set and a DisCalendar knife. 
In response to a demand for better 
quality, Swank has enlarged its 
line of gold-filled jewelry and will 
promote it on a larger scale. 

Alfred J. Silberstein is the agency. 


, color 


Survey Reveals 
How Color Steps 
Up Ad Results 


New York, July 30.—Figures that 
demonstrate the potency of color 
in national advertising were re- 
leased today by Eagle Printing Ink 
Company, following a survey among 
several hundred advertisers, agen- 
cies and publishers. 

Although the study refrains from 
advancing any sweeping claims for 
color and emphasizes the fact that 
its value depends on appropriate 
uses, a number of case histories are 
cited which lend convincing sup- 
port to the impression that color 
copy can produce profits. 

Indicating the growth of color 
advertising in recent years, the 
survey shows that in 1922 The Sat- 
urday Evening Post ran 28 per cent 
of its pages in color, compared with 
64 per cent today. In the mail 
order field, Sears, Roebuck carried 
94 color pages in its 1914 catalog, 
compared with 246 pages in 1941. 


Compare Results 


Testimonials 
from national 
the following: 

In offering a give-away picture, 
full color reproductions drew four 
times as many inquiries as black 
and white. 

A black 
Saturday 


on color 
advertisers 


received 
include 


and white page in The 
Evening Post pulled 338 
inquiries for a clothing manufac- 
turer, compared with 1,334 for a 
color ad in the same issue. 

A textile manufacturer reported 
that color assured 10,000 inquiries 
per page On a sample offer, while 
returns from black and white space 


were always uncertain and at a 
higher cost per inquiry. 

Agencies also furnished data 
showing the potency of color. One 
New York agency, for example, 


reported that a recent test of four- 
vs. black and white revealed 
that color produced 44 per cent 
more returns per thousand circu- 
lation than black and white. Other 
agencies cited magazine observation 
tests which pointed to visibility in 
color ads ranging from 25 to 60 per 
cent greater than black and white. 

In summarizing its findings the 
Eagle survey remarked that two 
facts seem apparent: first, that color 
increases the effectiveness of adver- 
tising, but second, that its value is 
largely dependent on a wide and 
appropriate use of its powers. 
Merely to use color for the sake of 
color is not enough. 


Trust Company Expands 
Small Loan Campaign 


The news type of advertising 
copy which the personal loan de- 
partment of the Colonial Trust 


Company, Pittsburgh, found so suc- 
cessful early in the year when used 
in one local newspaper has resulted 


in the advertising budget being 
tripled. 

Similar news messages will ap- 
pear twice weekly in two Pitts- 


burgh newspapers on different days. 
Human interest copy will appear in 


a Sunday roto section and a small 
ad will be used on the radio page 
of one of the newspapers on days 
when the news type copy does not 
appear. Radio spots also will be 
used daily and a 10-minute news 
broadcast on Sundays Ketchum, 
MacLeod & Grove is the agency. 


Menne Named Manager 

Frank Brewer, Western advertis- 
ing manager of Popular Science 
Monthly in Chicago, who was in- 
jured in an automobile accident last 
January, taking a leave of ab- 
sence. Bill Menne, assistant West- 
ern manager, will act Western 
manager. 


1S 


as 


Gilboy to Chicago 

Robert C. Gilboy, for the past 15 
years on the New York sales staff 
of The Instructor Magazine, has 
been transferred to the Chicago 
office as assistant to Charles E. 
Gardner, Western advertising man- 
ager. 


Wine Coolers Get 


Heavy Promotion 
by Michigan Group 


Detroit, July 30.—A hot-weather 
beverage, wine coolers, getting 
its most ambitious cooperative pro- 


Is 


motion in Michigan this summer, 
through efforts of the Michigan 


Wine Institute and the state depart- 
ment of agriculture. 

The campaign, which to con- 
tinue through August, includes in- 
sertions In newspapers in Detroit 
and other key cities throughout the 
state; advertising in publications 
directed to grocers, restaurant op- 
erators and tavernkeepers in the 
point of sale display cards; 
window and back-bar strips: and 
menu tabs in the shape of grape 
leaves. All feature two recipes for 
coolers, wine collins and wine-and- 
soda. Consumers are told of the 
refreshing enjoyment and the sim- 
plicity of preparing the drinks. To 
dealers, the advertising emphasizes 
the increased profits which 
from pushing wine as a 
weather beverage. 

Nine Michigan wineries comprise 
the Institute, which cooperates with 
State officials in furthering the 
state’s infant wine industry. Brind- 


is 


area; 


come 
hot- 


ley-Roth, Inc., Detroit, has handled 
the account since the institute was 
founded four years ago. 


Moves to Hollywood 


Frank Miller has moved his Pho- 
tochrome Colorprint Laboratory 
from Chicago to Hollywood, with 
the new address 837 N. Fairfax. 
Specially designed equipment, built 
to assure control of the print-mak- 
ing process, has been installed in 
Photochrome’s new West Coast 
laboratory. 


EXTRA SHARP ~ 
- FOR REPRODUCTION 
PURPOSES 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bldg. . . CLEVELAND 


Take It from 


tested. 


ADVERTISING AGE 
100 E. Ohio St.. Chieago. HL 


Please send 
Advertisers.” 


me my copy 


Name ... 
Addres- 


City & State 


PROOF 


that advertising can lead in solving 


problems .. . and how to do it. 


KENNETH GOODE... 


who enjoys the reputation of being at once one of the most 
lively, forthright and realistic of writers in the cause of 
solid business practice, the stage is set for the biggest wave 
of consumer buying in the nation’s history! 


In 28 brief and brilliant chapters studded with rare wit and 
numerous vivid examples he shows why all business leaders 
must unite in a vigorous advertising campaign. And, assum- 
ing that business will use advertising in a united and large 
way. he sets forth the TEN POINTS against which the poten- 


tial effectiveness of advertising campaigns should be pre- 


YOUR MONEY REFUNDED IF NOT ENTIRELY SATISFIED 


of Kenneth 


I enclose $3.00 in full payment. 


Please print or typewrite 


P 
Coode’s 


book “Ten Points for 


name and address. 
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ADVERTISING AGE 


Moves to New Offices 

Meyer Gold Advertising Agency, | 
Minneapolis, has moved its Offices | 
from 611 Metropolitan bank bldg. | 
to 308 Hodgson bldg. 


Adds John Bogle | 


John D. Bogle, formerly business 
manager of the Philadelphia office 
of Afro American Newspapers, has 
been named general manager of the 
Philadelphia Tribune. 


The KKK KK 
BELLEVUE, one of the few 
famous Hotels in AMERICA 


... became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
its service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 
| 


CLAUDE H. BENNETT 
General Manager 


KKK K KK 


AIR-CONDITIONED RESTAURANTS 


| 


Co-op Margarine 
Promotion Drive 
Near Action Stage 


(Continued from Page 1) 
relations agencies last week made 
presentations of programs for a 
contemplated margarine campaign. 
The proposals of the Leo Burnett 


|'Company, Chicago, represented by 


Leo Burnett, president, and R. N. 
Heath, executive’ vice - president, 
were accepted along with a public 
relations program presented by Earl 
Newsom & Co., New York. These 
proposals were presented to local 


members of the industry yesterday | 
and will be brought before Eastern | 


members tomorrow. 

Back of the current movement 
for cooperative advertising action 
lies months of informal discussion 
and preparation to get individual 
members to see eye to eye on a 
program, the value of which has 
been generally recognized. One 
representative of a leading mar- 
garine manufacturer estimates that 
$5,000 already has been expended 
in research in the present drive. 


This same individual, who is whole- | 


heartedly in favor of the program 
j}and who has been connected with 
|the industry for more than a score 
‘of years, feels that a tax of a quar- 
ter of a cent per pound on an annual 
margarine production of 300,000,000 
pounds would provide ample funds 
to do a forthright job of acquainting 
the public with margarine’s bene- 
fits. That would provide a budget 
of $750,000. 

“The government has realized the 
necessity of including more fats in 
ithe diet and butter simply can’t 
supply the demand,” said Mr. 
'O’Shea by way of pointing out the 
|'timeliness of a cooperative mar- 
|garine campaign which would have 
‘an educational slant. He pointed 
out that the current proposals are 
still in the development § stage, 
although he feels that they are far 
ahead of any previous attempts. 


Sees Great Opportunity 


The margarine industry has been 
so hampered for years by various 
tax and trade barriers, according 
to Charles H. Janssen, executive 


secretary of the institute, (ADVER- | 
TISING AcE, March 17, 1941) that it} 


istill is laboring under something 
‘akin to an inferiority complex. He 
felt at that time that the industry 
|has a great opportunity for stating 
|its case to the public. 

“As far as the defense program 


| is concerned,” said ADVERTISING 
Free at that time, “Mr. Janssen 
observed that if the crisis persists 
| the demand for fats undoubtedly 
| will stimulate oleomargarine sales.” 
| Some five years ago, Mr. Janssen 
|recalled yesterday, the industry 
_ successfully engaged in a coopera- 
| tive advertising campaign in Ken- 
|tucky newspapers to combat un- 
favorable tax legislation, each piece 
(of copy carrying the slogan, “Its 

(margarine’s) only crime is_ its 
| reat economy.” 

The current campaign proposals 
are anything but defensive, it was 
| pointed out. Cooperating members 
of the industry feel that margarine 
| already has adequately sold itself 
as a food of the first order. They 
feel that the job which remains to 
be done and which can be done 
most effectively and economically 
by cooperation is to spread mar- 
| garine’s story on the record so that 
|all may know its benefits, particu- 
‘larly at this time when the govern- 
ment itself is urging fats in the diet. 

Beyond question one of the great- 
est thorns in the side of the mar- 
garine industry has been the oppo- 
sition of the butter producing inter- 
ests, ranging all the way from indi- 
vidual dairy farmers up to national 
organizations with well-oiled ma- 
chinery for bringing pressure to 
|'bear. The statute books are laden 


5. ARMED 
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MILITARY PROBLEM... Solved! 


= Wuoozis was tapped by Uncle 
Sam last year, and his present 


address is Camp Whatchceallit. Joe is you realize the kind of headache é, 
now giving his cigarette and sundry Gillette had! “Where U.S 
business to the camp canteen instead * + * 

of the corner druggist. He doesn’t see INSON-FREEMAN then suggested a 

your national advertising any more, E pictorial map showing the site of 


because he isn’t reading magazines 


and newspapers much these days: and 


there is no midget radi 
above his bunk. But Joe 


and prospect of yours, and you would 


like to keep him as suc 


are more than 1,400,000 Joes! ... 


That was the problem Gillette 


had... What to do? 


» is a Customer 


0 on the shelf took the dummy 


‘h. And there 


Very simple! came in such as 


Send out a snappy display piece to 


Camp Whatchcallit and suggest that 


it be put up in the cante 


would see it. . . The suggestion would 


probably get the bird from the canteen 


officer, and the displ 


heave-ho from the huskies who dish 


out ice cream cones all day long... 


The U.S. Army has a 


its own to merchandise 


So the problem was to get a display 


‘en, where Joe 


ay piece the 


% , 
lot of lines of FREE 


these days. 


a few cofnes 


piece (a) to get to Joe, and (b) to get * and will be glad to send you a copy on request. 


by the U.S. Army. Not so simple. . . 
Now multiply Joe 


all military camps. A dummy of the 
map was prepared, and a Gillette man 


such a map. Would they! ! ! 
The maps were 
teens very long, before the rest of the 


Army wanted some. Lots of letters 


f the Gillette map of military camps, 


Gentlemen: 


Major RB. 


by 1,400,000, and 


around to a lot of 


canteens and asked if they would like 


n't up in the can- 


the following: 


* 


that make 


often ask for . 


OFFER 


to advertisers and advertising men... We held out 


On the other hand .. 


phone numbe 


E. Moore, the Morale 


Officer, would like to place copies of 
. Armed Forces are Train- 
ing” map in the various recreation halls. 
May I suggest that you send Major 
Moore a dozen of these maps. 
Thanking you for your courtesy, 1 am 


Pours very truly, 


ROBERT F. EVANS, First Lieut. M1. 


Public Relations Officer. 


And all sorts of other people, in- 
cluding Gillette dealers, wanted maps, 
too. As a promotion piece with a big 
plus, the Gille 


map has done 


tte Company feels this 
a swell job. 


* * 


peti has lots of ideas 


better displays. But we 


feel it only fair to warn you that if 
you don’t like ideas, or don’t want 
to be bothered with display material 
that people like to look at, and dealers 


don’t come to 


Einson-Freeman. 


. well, the 
r is [Ronsides 6-800. 


And the address is given below. 


EINSON- FRE EMAN Co, inc., Uncommonly Creative Lithographers 


STARR & BORDEN AVENUES, LONG ISLAND CITY, N.Y. 


August 4, 194) 
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with restrictions on oleomargar ine 
One of the favorite methods fo, 
putting these statutes into effec 
was to point out that oleomargs ving 
included large quantities of 


ported materials and was in d -e¢ 


|competition with a leading rm 
industry. Today, however, the 
|margarine industry declares ja; 


\its product is 


mostly mad: of 
| 


domestic materials, largely of | yp 
origin, and that the eleme: 
competition is reduced because the 
market for dairy products as 
expanded so greatly. 


AMERICAN DAIRY TO 
LAUNCH NEW DRIVE 
Chicago, July 30.—With its iq- 
vertising campaign fund expa) ied 
to $400,000, the American [I jj 
Association is preparing to la) cj 
a drive for dairy products in 
tember which will use newspa) 


‘radio spots, outdoor posters id 
| point-of-sale material. At the s n¢ 
|time the association has p- 


nounced that the duties of O ey 
M. Richards, director of adve: js. 
ing, have been expanded to inc’ idk 
those of general manager. 

This increase in advertising c- 
tivity from the $250,000 prog im 
of the year just concluding res |ts 
from the swelling of the camp: gn 
|fund by the addition of dairy fa m- 
'ers from Illinois, South Dakota nq 
| Kansas, joining those of Iowa, \  js- 
consin, Minnesota, North Dak ‘ta. 
Montana and Washington in D- 
porting the drive. 

Twelve key food markets alre dy 
have been selected for the c:™m- 
paign. They are Seattle, Groat 
Falls, Bismarck, Des Moines, \\\\|- 
waukee, St. Paul, Minneapolis, St 
Louis, Chicago, Detroit, Philacde|- 
phia and Boston. Others are t 
selected shortly, said Mr. Richa 


To Push Butter 


The campaign will 
promote the use of y 
products as butter, cheese and 
other dairy foods. With the 
creased shipments of butter over- 
seas the ADA is foreseeing thx 
|/necessity of a more vigorous p! 
motion of the use of butter 
home, particularly 
,oleomargarine industry is actively 
reaching out for a greater share of 
the domestic market. 
| Still greater advertising activity 
is forecast by the ADA when it 
adds the support of such states as 
Michigan, California, Oregon, Ne- 
braska, Missouri, Indiana, Ohio, 
Tennessee, Idaho, Utah and Penn- 
|sylvania. Among other appoint- 
ments made by the executive com- 
|mittee of the ADA at its meeting 
|here last week was that of W. H 
/Olsen as director of organization 


| 


'and membership relations. 


continue to 
such di 


Tutching Adds Two 


| The William E, Miller Furniture 
| Company and the District Trucking 
| Terminal have appointed Vincent 
Tutching & Associates to handle 
their advertising. The former wil! 
use newspapers and the latter news- 
papers, outdoor posters and bus ness 
| papers. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRA\ £8S 
IN CHICAGO 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


SHEERNESS EMPHASIZED IN DISPLAY 


ie RR oe 


Photographed at NBC's recent television program over WNBT, ‘Words on the Wing,’ were (left to right) Wendy Igle- 

srt, Mrs. Elinor Neff and Mrs. Elsie Currier, all recruited from the Harper's Bazaar editorial staff; and Bernard Geis, 

\| Lauber and John Miller of Esquire's advertising department. The Esquire men gave the girls gardenias, then defeated 
them in the third annual verbal Battle of the Sexes, a spelling bee. 


This unusual display for drug stores, making use of delicately folded fabric and 
vertical lines, helps put over the message that Houbigant's Translucid is a “new 
sheer make-up for sheer beauty!" It was built by Copeland Displays, Inc., 


ARTIST-DRAFTEE FILLS THE BILL BRASSIERE DISPLAY New York. 
A MENNEN WINS PHOTOGRAPHIC PRIZE 


By heating and forming a single sheet 
of Plexiglas over a mold, this “bra-form" 
was created to display Vanity Fair bras- 
sieres. When lighted from behind, the 
transparent plastic shows details of the 
fabric, stitching and contour. 


Fred Bauer, who has been creating a series of animal posters for Alpen Brau 
, ; beer, hasn't let the fact that he was drafted interfere with his art work for 
- Columbia Brewing Company, St. Louis. Stationed at Ft. Jackson, S. C., he's 
set up a new studio where he made this current poster. Olian Advertising Com- 
e pany has the account. 


25 YEARS OF NATIONAL ADVERTISING NEW DISPLAY 
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> FLOOR SANDER 
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¢ .] Pearmcccetted Vinten 
! |'@ 1H) MESES Commune 
a bos 


AR a gs noe The photo used in this full-page magazine advertisement by the Mennen Com- 

MSTRONS: Complete floor conditioning service is pany has been awarded first prize and a certificate of merit by the Metropoli- 

— promoted by this new dealer display tan Sunday Newspapers, Inc., for the most effective use of photography in 

_ A quarter century of national advertising by the Armstrong Cork Company was featuring Red Devil floor sanders and advertising. Second and third prizes went to the Spool Cotton Company and 
celebrated by this group at Lancaster, Pa., recently. During those years Arm- portable vacuum sanders manufactured John B. Stetson Company. The prize winner was planned by H. M. Kiesewetter 
strong has used the same agency, same magazine, among others, and same copy by Landon P. Smith, Inc., Irvington, N. J. Advertising Agency and its art director, Rudolf Wetterau. 


theme. Ads in The Saturday Evening Post are being examined here (left to 
righ!) by William H. Johns, chairman of the board, BBDO; H. W. Prentis, Jr., 


Armstrong president; Walter D. Fuller, president of Curtis Publishing Company; MACFADDEN'S WESTERN STAFF CELEBRATES 


M. | Warnock, Armstrong's director of advertising and promotion; and Charles J. 
Babcock, vice-president, BBDO. 


POSTER WINS 1940-41 AWARD 


‘ “GCS PING TO PURR 
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These two groups were snapped at the I6th annual party given by Charles H. Shattuck, treasurer of Macfadden Publica- 
Ynion Dil Company's poster for Triton Motor Oil was adjudged the best pro- tions, for the Western advertising staff at Long Beach Country Club, Michigen City, Ind., July 25. Left to right are 
Suced on the Pacific Coast during 1940-41 and received the annual Schmidt Mr. Shattuck, who is leaving soon for New York; O. A. Feldon, Western manager; Harold A. Wise, advertising director; 
‘ward -+ the PACA convention in Santa Barbara. Lord & Thomas, Los Angeles, O. J. Elder, president; and J. M. Gilmer, Detroit manager, Liberty; Edward F. Lethen, Western manager, Macfadden 
‘indle: the account. Robert Freeman is art director, and Ren Wicks the artist. Women's Group; Albert G. Degen, Western manager, True Story; and D. D. McCutcheon, Western manager, Liberty. 
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Pinonee ADVANCE NOTICE FOR INSTITUTIONS is found 
in the Nation-wide ''War on Waste'' Campaign launched last month 
by INSTITUTIONS Magazine. 


This new ADVANCE NOTICE is the result of developments 
which have progressed far beyond the conditions of last October 
when the first ADVANCE NOTICE was sounded. 


sults in conservation . . . how im- 
T. . haat , provements in operation lead to | 60,000 CIRCULATION 
en montns ago, em asis Cou . * 
BMe the ilustrati mn at the top of this 9°. P ye definite savings. Advertising in INSTITUTIONS Mage- 
4 INSTITUTIONS R ceo toy be (and was) placed on anticipat- zine, each month, receives a circulation 
October, {+ will be remembered thet at . . . of over 60,000 copies among the coun- 
that time myone uld buy all f the ing normal requirements and filling ” in the institutional try's leading institutions which are classi- 
raw materials he needed and most man 4 +4 
en dee cocamiie anne those requirements in advance. field h tstandi fied as large consumers. 
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contained in this illustration and the ° vi pa! sing ye e “ to tell. They have an exceptional 250,000 READERS 
aus We atcmeatnens’ tor’ eceenaae wi \ > eee . wae y © opportunity to explain how their Each issue of INSTITUTIONS Magazine 
snd cupplicn ond plece their orders institutional field is on a basis which respective products stand as is read by over 250,000 men and women 
without delay. th . } f it . ae pa who control the purchases in the follow- 
ee a ae ee assures the maintenance of its weapons in the "War on Waste. ing types of institutions. 
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stitutional managements cannot rely on this priority rating alone. 
Major emphasis must be placed upon CONSERVATION . . . con- 
servation which is possible through the modernization of existing 
equipment. Readers of INSTITUTIONS. Magazine have demon- 
strated a keen desire for complete information as to how indi- 
vidual items of equipment have been made to function most effi- 
ciently . . . how modernization re- 
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